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Consumer  Demand  for  Bakery  Products  in 
Fifteen  Cities  of  Pennsylvania 

By  H.  Andrew  Hanemann,  Bureau  of  Markets 

This  study  of  the  consumer  demand  for  bakery  products  in  15 
cities  of  Pennsylvania  was  made  by  the  Bureau  of  Markets,  Penn- 
sylvania Department  of  Agriculture,  at  the  instance  of  the  baking 
industry  of  this  Commonwealth.  It  Avas  felt  that  such  a  study 
properly  came  within  the  province  of  the  department,  because  any 
benefits  which  would  accrue  therefrom  to  the  bakers  of  Pennsyl- 
vania would  inevitably  be  shared  by  the  wheat  growers  and  flour 
millers  of  the  state  who  supply  the  basic  raw  material  for  the  baking 
industry — wheat  flour.  In  fact,  one  of  the  purposes  of  this  study 
has  been  to  determine  the  extent  to  which  winter  wheat  (soft 
wheat)  flours  are  or  are  not  used  by  housewives  of  this  Common- 
wealth. The  results  of  the  study  show  that  barely  one-half  of  the 
housewives  who  bake  their  own  pastries  use  soft  wheat  flours  and 
accordingly  Pennsylvania  millers  have  ^  potential  outlet  for  at 
least  twice  the  quantity  of  flour  that  they  now  distribute  to  house- 
wives. ■ 

All  of  the  cost  of  the  field  Avork  for  this  study  was  borne  by  the 
Philadelphia  Bakers'  Club,  the  Pennsylvania  Bakers'  Association, 
and  the  Western  Pennsylvania  Bakers'  Association,  and  each  of 
these  organizations  lent  very  valuable  assistance  in  securing  the 
facts  needed  for  this  study,  and  gave  their  full  cooperation  in  the 
planning  of  the  survey.  The  Bureau  of  Agricultural  Economics, 
United  States  Department  of  Agriculture,  rendered  very  valuable 
aid  in  the  planning  and  the  conduct  of  this  study  and  tabulated  a 
great  share  of  the  statistics  compiled  from  the  survey.  To  all  of 
these  organizations  grateful  acknowledgment  is  due. 

GROWTH  OF  BAKING  INDUSTRY  AND  PURPOSE  OF  THIS  STUDY 

The  baking  industry  in  Pennsylvania  surpasses  all  industries  of 
the  Food  and  Kindred  Products  Class  in  the  value  of  products.  In 
1925,  the  value  of  bread  and  bakery  products  made  in  Pennsylvania 
amounted  to  $138,825,000,  which  was  one-third  greater  than  the 
value  of  the  output  of  sugar  refineries,  the  next  in  importance. 
Among  all  of  the  manufacturing  industries  of  the  Commonwealth, 
the  baking  industry  ranks  fifth  in  importance  in  value  of  product, 
being  surpassed  only  by  the  steel,  coal,  silk  and  silk  goods,  and 
hosiery  industries. 
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During  the  past  quarter  of  a  century  the  baking  industry  has 
passed  through  remarkable  evolution  and  has  continually  expanded. 
Early  in  this  century  most  of  the  bread  and  bakery  products  were 
baked  in  the  small  neighborhood  bakery  by  the  owner  and  a  couple 
of  helpers.  Today  most  of  the  bread  and  a  large  quantity  of  past- 
ries are  produced  in  large  bakeries  employing  a  host  of  men.  The 
baking  industry,  therefore,  has  had  to  develop  units  for  large  scale 
production  such  as  mixers,  traveling  ovens,  dough  dividers,  and 
molders  which  involve  heavy  capital  outlay.  This  big  capital  in- 
vestment has  brought  the  corporation  into  the  field  as  a  leading 
factor  in  the  bakery  business,  and  has  also  brought  in  its  wake  a 
series  of  mergers  and  combinations  which  have  reduced  the  number 
of  production  units  but  which  have  steadily  increased  the  size  of 
the  unit. 

Although  the  baking  industry  is  one  of  the  oldest  industries  in 
existence,  it  can  be  said  with  a  great  deal  of  truth  that  there  is 
perhaps  no  business  of  its  size  about  which  fewer  facts  concerning  . 
distribution  are  available.  The  baking  industry  heretofore  has  not 
availed  itself  of  the  scientific  sales  development  and  analysis  which 
many  of  the  newer  industries  have  readily  adopted.  There  is  a 
lack  of  exact  information  among  bakers  as  to  the  actual  demands 
of  the  consumer  for  their  product.  A  few  of  the  more  progressive 
bakers  have  gathered  information  privately  concerning  brand  prefer- 
ences for  bread,  but  they  have  never  undertaken  any  extensive  in- 
quiry into  type  preferences  and  into  the  actual  likes  or  dislikes  of 
the  consumer  for  their  various  pastry  products.  In  order  to  obtain 
some  information  on  this  subject  which  would  benefit  baker  and 
consumer  alike,  the  Pennsylvania  Department  of  Agriculture  has 
made  a  consumer  demand  study  in  the  cities  of  Bellefonte,  Bethle- 
hem, Erie,  Franklin,  Hamburg,  Harrisburg,  Indiana,  Johnstown, 
Lancaster,  New  Castle,  Pittsburgh,  Philadelphia,  Sunbury,  Tow- 
wanda  and  Wilkes-Barre.  In  this  study  a  great  variety  of  informa- 
tion was  obtained  concerning  preferences  for  various  bakery  prod- 
ucts and  for  bread  and  pastry  flours,  the  extent  to  which  people  eat 
commercial  bakery  products,  the  extent  to  which  they  bake  at  home, 
and  the  influence  of  advertising  upon  their  buying  habits.  The  re- 
sults of  this  study  are  presented  in  the  following  pages. 

In  addition  to  the  information  concerning  bakery  products  this 
survey  showed  the  extent  to  which  winter  wheat  flours  are  or  are 
not  used  by  housewives  in  these  fifteen  cities.  This  will  give  the 
Pennsylvania  miller  an  idea  of  the  extent  to  which  his  flour  is  used 
and  also  the  potential  possibilities  for  the  expansion  of  his  market. 
It  is  hoped  that  he  will  avail  himself  of  this  information,  thereby 
expanding  his  business  and  also  increasing  the  market  for  the  Penn- 
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sylvania  wheat  grower.  Any  expansion  of  the  milling  industry 
which  may  result  therefrom  will  react  to  the  benefit  of  our  farmers 
who  grow  wheat. 

HOW  THE  INFORMATION  WAS  OBTAINED 

In  each  of  the  fifteen  cities  covered  by  this  study,  housewives 
were  interviewed  by  picked  college  students  and  questions  were 
asked  concerning  their  bread  and  bakery  products  consumption ;  the 
extent,  if  any,  to  which  they  bake  at  home ;  their  preferences  for 
bread  and  pastry  flours ;  and  the  effect  of  the  advertising  of  bakery 
products  upon  their  purchases.  These  questions  were  so  framed 
that  the  resulting  answers  could  be  entered  upon  a  questionnaire 
prepared  jointly  by  this  department,  the  Pennsylvania  Bakers'  Asso- 
ciation, the  Philadelphia  Bakers'  Club,  and  the  U.  S.  Department 
of  Agriculture.  The  answers  to  these  questionnaires  are  the  basis 
for  this  report.  In  general  not  more  than  three  interviews  were 
obtained  in  a  block,  and  each  interviewer  was  given  a  special  section 
of  the  city  to  cover  according  to  either  racial  or  class  characteristics 
of  the  section.  In  this  way  a  representative  sample  of  everv  group 
was  secured. 

Personal  interviews  of  2,588  housewives  were  made  in  the  various 
cities  by  selected  students  from  Pennsylvania  State  College,  the 
University  of  Pennsylvania  and  the  University  of  Pittsburgh.  In 
addition  approximately  2,000  questionnaires  were  collected  and  filled 
out  by  wagon  salesmen  of  the  bakers.  The  results  obtained  from 
the  latter  questionnaires,  however,  were  not  as  complete  nor  as 
conclusive  as  those  gathered  by  the  trained  interviewers  and  there- 
fore have  been  used  only  as  supplements  to  the  questionnaires  col- 
lected by  the  students  and  the  tabulations  that  were  made  have 
been  confined  entirely  to  the  2,588  interviews  made  by  college  stu- 
dents. The  questionnaire  used  is  reproduced  in  the  appendix  of 
this  report. 

DESCRIPTION  OF  INDUSTRY  AND  POPULATION 

The  fifteen  cities  which  are  included  in  this  study  have  a  total 
population  of  3,198,000  and  represent  every  type  of  industry  and 
every  important  nationality  or  race  within  the  Commonwealth. 
Bellefonte,  Hamburg  and  Towanda  are  centers  of  good  agricultural 
districts  and  they  represent  the  farming  industry;  Bethlehem  and 
New  Castle  are  iron  and  steel  manufacturing  centers ;  Erie,  Lan- 
caster and  Philadelphia  are  diversified  manufacturing  and  textile 
cities;  Franklin  is  an  oil  production  and  refining  city;  Harrisburg 
is  a  railroad  and  steel  manufacturing  center;  Indiana  is  principally 
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a  bituminous  coal  mining  center;  Johnstown  and  Pittsburgh  are 
centers  of  bituminous  coal  and  iron  and  steel  production  ;  Sunbury 
is  a  railroad  center  and  Wilkes-Barre  is  in  the  heart  of  the  anthra- 
cite coal  mining  territory. 

The  population  of  each  city  is  included  in  some  of  the  nine  follow- 
ing groups;  (1)  American,  (2)  German,  (3)  British,  (4)  Italian, 
(5)  Polish,  (6)  Jewish,  (7)  Russian,  (8)  Slovak,  etc.,  and  (9) 
Negro  (American).  Under  the  group  listed  as  British  are  included 
Irish,  Scotch,  Welsh  and  English  people,  and  under  that  called 
Slovak,  etc.,  are  included  Hungarian,  Bulgarian,  Greek  and  all  the 
Balkan  States  people.  •  ' 

Altogether  2,588  families  were  interviewed  and  in  each  city  the 
interviews  were  so  proportioned  that  the  families  visited  would 
accurately  represent  every  class  and  nationality  comprising  the 
city's  population.  For  example,  in  the  rural  cities  of  Bellefonte, 
Hamburg  and  Towanda,  which  are  composed  almost  entirely  of 
native-born  American  inhabitants,  only  American  families  were 
interviewed  and  half  of  the  families  visited  represented  the  middle 
class,  about  35  per  cent  were  poor  families  and  15  per  cent  were 
well-to-do.  Out  of  a  total  of  501  families  interviewed  in  Pittsburgh, 
where  the  majority  of  inhabitants  are  of  foreign  origin,  174  were 
American  whites,  28  Negroes,  63  Germans,  48  Italians,  54  Poles, 
52  Jews,  22  Russians  and  60  Hungarians  or  Slovaks. 

The  population  in  each  city  was  divided  into  three  groups  accord- 
ing to  income,  namely.  Poor,  Middle  and  Well-to-do.  The  Poor 
group  consisted  of  families  living  in  extremely  poor  sections  of  the 
city  and  judged  to  have  a  very  meager  income.  The  middle  class 
was  composed  of  families  with  fair  income  but  financially  depend- 
ent upon  a  wage  earner.  This  group  was  principally  confined  to 
highly  skilled  workmen,  small  business  men,  and  the  skilled  office 
workers.  The  Well-to-do  Class  was  selected  from  fine  residential 
sections  and  consisted  principally  of  professional  men,  such  as  doc- 
tors, lawyers,  engineers,  architects,  and  of  prosperous  business  men. 
Most  of  this  group  had  incomes  many  times  the  average  and  em- 
ployed one  or  more  servants. 

The  body  of  this  report  will  be  devoted  to  the  buying  and  con- 
suming habits  of  the  various  nationalities  or  races  which  were  inter- 
viewed, as  there  is  much  greater  divergence  between  nationalities 
than  there  is  between  cities,  particularly  between  cities  of  the  same 
classes  and  races  of  people.  However,  in  the  latter  part  of  the  re- 
port, tables  are  printed  which  show  the  results  of  the  survey  in  each 
of  the  cities  studied.  By  treating  of  the  buying  and  consuming 
habits  of  the  different  nationalities  and  races,  it  is  believed  that  bak- 
ers in  those  cities  which  were  not  included  in  the  survey  will  be 
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able  to  determine  fairly  accurately  the  consumer  demand  in  their 
own  communities  by  application  of  the  census  data  concerning  their 
population  to  the  text  of  this  report. 

QUESTIONNAIRE  RESULTS 

Number  of  Persons  Per  Family 

The  average  family  interviewed  consisted  of  4.70  persons  but  the 
variation  between  the  averages  for  the  nine  nationalities  or  races 
was  marked.  American  negroes  had  the  smallest  families  consist- 
ing of  3.95  persons ;  the  British,  American  and  German  families 
comprised  more  than  4  but  less  than  5  persons;  the  Jewish  and 
Italian  families  included  more  than  5  but  less  than  6  persons  and 
the  Polish,  Russian,  Slovak,  etc.,  families  embraced  more  than  six. 
The  Slovak  group  which  included  Hungarian  and  all  families  of 
Balkan  States  origin  had  the  largest  families  consisting  of  6.54 
persons. 

Differences  in  the  size  of  the  family  among  the  three  classes  of 
population  .were  also  marked.  As  is  shown  in  tables  22-A,  22-B 
and  22-C,  the  average  well-to-do  family  was  composed  of  3.90  per- 
sons, the  average  middle  class  family  of  4.53  persons  and  the  aver- 
age poor  family  of  5.19  persons.  Those  cities  such  as  Bellefonte, 
Hamburg,  Sunbury  and  Towanda,  which  are  composed  almost  en- 
tirely of  nativerborn  American  inhabitants,  had  the  smallest  poor 
families,  whereas  Johnstown  and  Wilkes-Barre,  which  have  a  large 
proportion  of  inhabitants  of  foreign  origin,  had  the  largest  families. 

Counting  as  children  those  members  of  the  family  up  to  14  years 
of  age,  and  as  adults  those  past  14  years  of  age,  the  averages  of 
all  families  show  that  two-thirds  of  the  family  consisted  of  adults 
and  one-third  of  children.  Table  1  shows  the  average  number  of 
children  under  5  years  of  age,  of  children  5  to  14  years  old  and  of 
adults  per  family  for  each  of  the  nationalities  and  races  interviewed. 
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Bread  Consumption 

Amounts  Used — The  amount  of  bread  used  per  family  was  great- 
est among  the  Russian,  PoHsh  and  Slovak  groups  and  was  least 
among  the  American  families.  An  average  amount  of  19.17  loaves 
was  consumed  by  a  Russian  family  per  week,  17.87  loaves  by  a 
Slovak  family,  17.67  loaves  by  a  Polish  family,  and  9.74  loaves  by 
an  American  family.  The  other  five  groups  used  from  11  to  16 
loaves  per  family  per  week.  The  average  consumption  of  the  2,588 
families  interviewed  was  11.87  loaves  per  week.  Since,  as  will  be 
shown  later  in  the  report,  fifty-one  per  cent  of  the  consumers  pur- 
chased the  small  (1  pound)  loaf  and  the  remainder  the  large  (1^ 
pound)  loaf,  the  average  weight  of  the  loaf  amounted  to  1.245 
pounds.  Based  upon  this  computation,  the  average  consumption 
per  family  was  14.78  pounds  of  bread  per  week. 

Computations  of  consumption  on  a  per  person  basis  show  that  the 
average  person  consumed  2.53  loaves  or  3.15  pounds  of  bread  per 
week.  Consumption  per  person  was  greatest  among  the  Russians, 
Negroes  and  Poles  and  was  lightest  among  the  Americans  and  Ger- 
mans. As  is  shown  in  Table  1,  consumption  per  person  ranged 
from  2.32  loaves  per  person  per  week  among  Americans  to  3.05 
loaves  per  person  per  week  among  Russians.  Negroes  and  Poles 
used  more  than  2.9  loaves,  British  and  Slovaks  more  than  2.7  loaves, 
Italians  and  Jews  more  than  2.6  loaves,  and  Germans  used  2.5  loaves 
per  person  per  week. 

The  Jewish  and  German  families  were  the  greatest  consumers  of 
rolls  and  consumption  per  person  amounted  to  3.38  rolls  per  week 
among  the  former  and  to  2.96  rolls  per  week  among  the  latter. 
Among  Negro  and  Polish  families,  the  per  capita  consumption  of 
rolls  exceeded  one  roll  per  week,  but  in  all  the  other  groups  it  was 
much  less  than  one  per  week.  The  average  consumption  among 
all  the  consumers  interviewed  was  0.9  rolls  per  person  per  week. 

Packing  of  Lunches — Packing  of  lunches  is  much  more  common 
among  the  housewives  of  foreign  origin  than  among  native-born 
Americans.  The  average  number  of  lunches  packed  by  Polish, 
Russian  and  Slovak  housewives  exceeded  one  per  day,  the  average 
packed  by  German,  British  and  Italian  housewives  was  roughly  0.9 
per  day  and  the  average  number  packed  by  Negro,  Jewish  and 
American  housewives  was  0.5  lunches  per  day.  Jewish  housewives 
packed  the  fewest  lunches,  the  average  per  family  per  day  being 
0.41  and  the  Russian  housewives  packed  the  most  with  a  daily  aver- 
age of  1.54  lunches  per  family.  The  average  number  of  lunches 
packed  in  all  families  was  0.68  per  family  per  day. 
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Kinds  of  Bread  Consumed— Eighty  per  cent  of  the  bread  used  by 
the  consumers  interviewed  was  white  bread  and  13.9  per  cent  was 
rye  bread.    Whole  wheat  bread  was  next  in  importance  and  formed 
3.6  per  cent  of  the  total  bread  consumption.    Raisin  bread  was 
fourth  in  importance  and  graham  bread  was  least  important,  com- 
prising only  1.5  per  cent  and  1.00  per  cent,  respectively,  of  the  total 
consumption.    Among  all  nine  groups  of  consumers  studied,  white 
bread  was  used  in  greater  amount  than  all  other  kinds  of  bread. 
However,  the  proportions  of  white  bread  used  by  the  various  groups 
differed  considerably.    The  ItaHans  used  95  per  cent,  Negroes  and 
British  90  per  cent,  Americans  85  per  cent,  Germans,  Poles,  Rus- 
sians, and  Slovaks  about  two-thirds  and  Jews  only  52  per  cent 
white  bread.    The  Jewish  people  were  the  greatest  consumers  of  rye 
bread  and  46  per  cent  of  their  entire  bread  consumption  consisted 
of  rye  bread.    Slovak,  Russian,  Polish  and  German  families  also 
were  heavy  users  of  rye  bread  and  it  formed  more  than  one-fourth 
of  their  bread  supply.    Among  American,  British,  Italian  and  Negro 
families  rye  bread  formed  less, than  5  per  cent  of  the  total  amoujit 
of  bread  consumed. 

The  Negro,  American  and  British  families  were  the  greatest  con- 
sumers of  whole  wheat  bread  and  this  kind  formed  from  4  to  6  per 
cent  of  their  total  consumption.  All  of  the  other  groups  used  less 
than  1.50  per  cent  whole  Avheat  bread.  American,  Negro  and  Ger- 
man families  consumed  the  most  raisin  bread  and  among  the  re- 
mainder of  the  groups  raisin  bread  comprised  less  than  1  per  cent 

Table  2.— Styles  of  Bread  and  Rolls  Purchased  Regularly 


Nationality 
or 
Race 

Number 

Percentage  of  Families  Purchasing* 

of 

Families 
Inter- 
viewed 

Twin 
Loaves 

Pan 
Bread 

Vienna 
Loaf 

Split-top. 
Loaf 

Square 
Sandwich 
Loaf 

Hard 
Eolls 

Soft 
Eolls 

Per  Cent 

Per  Cent 

Per  Cent 

Per  Cent 

Per  Cent 

Per  Cent 

Per  Cent 

American   

1,523 

8.0 

89.7 

12.7 

1.2 

5.6 

5.6 

28.5 

German   

149 

20.8 

58.4 

59.1 

7.4 

16.8 

18.1 

30.2 

61 

4.9 

85.2 

14.8 

3.3 

6.6 

1.6 

6.6 

213 

6.6 

41.8 

40.4 

24.9 

2.8 

4.2 

4.7 

Polish   

213 

2.3 

71.8 

56.3 

3.8 

5.6 

17.8 

8.5 

138 

2.9 

57.2 

69.6 

0.7 

21.7 

41.3 

24.6 

41 

2.4 

51.2 

46.3 

2.4 

7.3 

2.4 

7.3 

Slovak,  etc.   

117 

21.4 

51.3 

55.6 

12.0 

11.1 

6.8 

9.4 

133 

10.5 

72.9 

14.3 

1.5 

4.5 

3.0 

27.8 

Summary 
and  Average   

1  2,588 

8.5 

77.4 

26.9 

4.3 

7.1 

8.9 

23.0 

Some  consumers  purchased  two  styles  of  loaves  regularly. 
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of  total  bread  consumption.  The  American  and  British  families 
were  the  only  ones  who  used  an  appreciable  quantity  of  graham 
bread  and  even  among  these  it  formed  less  than  2  per  cent  of  the 
total  bread  consumed. 

Styles  of  Bread  and  Rolls  Purchased 

The  majority  of  the  housewives  interviewed  purchased  pan  bread 
regularly  and,  as  is  shown  in  Table  2,  more  than  77  per  cent  of 
them  bought  this  style  of  bread.    Three-fourths  or  more  of  the 
American,  British,  Negro  and  Polish  families  purchased  pan  bread 
and  about  one-half  of  the  families  in  the  other  groups  bought  it. 
Vienna  bread  ranked  second  in  preference  and  was  purchased  by 
26.9  per  cent  of  all  families.    The  Jewish,  German,  Polish,  Slovak, 
Russian  and  Italian  families  were  the  largest  users  of  vienna  or 
hearth  baked  bread  and  British,  Negro  and  American  families  used 
the  least.    Twin  loaves  ranked  third,  the  square  sandwich  loaf 
fourth  and  the  split-top  loaf  fifth  in  importance  among  the  styles 
of  bread  purchased.    Each  of  these  were  bought  by  less  than  10 
per  cent  of  the  housewives.    Soft  rolls  were  preferred  by  the  ma- 
jority of  housewives  who  purchased  rolls  and  they  were  bought  by 
23.0  per  cent  of  all  the  consumers.    Twice  as  many  Jewish  and 
Polish  families  purchased  hard  rolls  as  purchased  the  soft  style.  A 
large  proportion  of  Germans  also  bought  hard  rolls,  but  among  the 
rest  of  the  groups  hard  rolls  found  little  favor.    As  a  whole,  only 
8.9  per  cent  of  the  housewives  bought  hard  rolls. 

Brands  of  Bread  Purchased 

As  is  shown  in  Table  3,  the  vast  majority  of  housewives  purchased 
brands  of  bread  made  by  bakers  whose  business  is  chiefly  wholesale. 
Despite  this  fact,  the  independent  retail  baker  is  still  an  important 
factor  in  the  business  and  28.4  per  cent  of  the  consumers  purchased 
bread  from  him.  More  than  85  per  cent  of  the  American,  British, 
Russian,  Slovak  and  Negro  families  bought  wholesale  bakers'  bread 
and  slightly  more  than  70  per  cent  of  all  housewives  purchased  those 
brands.  However,  more  than  one-half  of  the  German,  Polish,  Jew- 
ish and  Italian  families  bought  their  bread  from  retail  bakers.  Other 
brands,  which  include  those  not  made  by  wholesale  and  retail  bak- 
ers, were  bought  by  6.0  per  cent  of  the  consumers. 
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Table  3.    Brands  of  Bread  Purchased 


Nationality 
or 
Race 


American  -. 

German   

British   

Italian   

Polish   

Jewish   

Russian  

Slovak,  etc. 
Negro   


Summary 
and  Average 


Number 
of 

Families 
Inter- 
viewed 


Percentage  of  Families  Purchasing* 


1,523 
149 
61 
213 
213 
138 
41 
117 
133 


2,588 


VV  UiJitociii^  x>tiii.cj.o 

Brands 

[ndependent  Retail 
Bakers'  Brands 

All  Other 
Brands 

NoBranl 
Stated 

Per  Cent 

Per  Cent 

Per  Cent 

Per  Cent 

85.9 

11.0 

6.4 

8.2 

53.0 

53.7 

3.4 

10.1 

91.8 

16.4 

4.9 

8.2 

20.21 

84.5  . 

3.8 

9.4 

28.2 

71.8 

4.2 

9.4 

27.5 

72.5 

5.1 

7.2 

85.3 

14.6 

7.3 

12.2 

86.3 

13.7 

fi.8 

8.5 

83.5 

16.5 

9.8 

11.3 

70.8 

28.4 

6.0 

8.7 

•  Several  purchased  more  than  one  brand. 


Home  Baking  of  Bread 

Proportion  Baked— Twenty-three  per  cent  of  all  housewives  inter- 
viewed baked  bread  at  home,  but  the  majority  of  these  baked  only 
a  part  of  their  requirements  since,  as  is  shown  in  Table  1,  the  out- 
put of  home  bakeries  amounted  to  barely  12  per  cent  of  the  total 
bread  used.  The  German  and  American  families  baked  the  least 
bread  at  home  as  only  12  and  16  per  cent  of  those  housewives,  re- 
spectively, did  any  baking  of  bread  at  home.  More  than  half  of  the 
Russian  and  Negro  families  baked  some  bread  products  at  home  and 
slightly  more  than  one-quarter  of  the  housewives  in  the  other  groups 
baked  at  home. 

Kinds  of  Bread  Baked — The  majority  of  housewives  who  baked  at 
home  made  pan  bread,  but  one-fourth  of  them  prepared  rolls  and 
muffins.  Approximately  one-seventh  of  the  home  bakers  prepared 
corn  bread  but,  as  is  shown  in  Table  4,  Negro  housewives  baked 
the  most  of  this  product. 

Reasons  for  Baking  Bread  at  Home— About  three-fourths  of  the 
housewives  who  baked  bread  at  home,  said  that  they  did  so  because 
they  considered  the  quality  and  taste  of  the  home  baked  product 
superior  to  that  of  commercial  bakers.  Twenty-one  per  cent  stated 
that  home  baked  bread  was  cheaper  than  that  of  the  commercial 
baker  and  five  per  cent  stated  that  they  baked  at  home  to  obtain  a 
change  from  the  commercial  product. 
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Corn 
Bread 

Per  Cent 
0.2 
.0 

13.3 
6.0 
7.5 

13.9 

22.7 
5.1 

51.8 

13.6 

MufSns 

Per  Cent 
26.7 
11.1 
40.0 
7.5 
9.4 
13.9 
27.3 
5.1 
41.0 

(M 
fri 

Rolls 

Per  Cent 
22.2 
33.3 
33.3 
10.0 
11.3 
25.0 
27.3 
12.8 
59.0 

25.1 

Pan 
Bread 

Per  Cent 
72.8 
83.3 
73.3 
96.2 
100.0 
91.7 
95.5 
100'.  0 
60.2 

CO 

Change 

or 
Variety 

Per  Cent 
3.3 
.0 
.0 
2.5 
5.7 

.0 
5.2 
6.0 

Quality 
Taste 
Like  It 

^  Per  Cent 
73.2 
77.8 
■  100.0 
C5.0 
67.9 
58.3 

rr.3 

69.2 
55. 5 

73.2 

Economy 

Per  Cent 
23.5 
22.2 
.0 
32.5 
26.4 

8.3 
22.7 
25.6 

8.5 

21.4 
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Kinds  of  Bread  Flour  Used — Seventy-eight  per  cent  of  all  the 
families  who  baked  at  home  used  nationally  advertised  brands  of 
bread  flour,  which  are  principally  spring  or  hard  wheat  flours,  and 
22  per  cent  used  local  or  Pennsylvania  milled  brands,  which  are 
made  from  mixtures  of  winter  (soft)  wheat  and  spring  wheat.  The 
American,  Italian  and  Negro  families  used  the  greatest  proportion 
of  Pennsylvania  milled  flours.  More  than  80  per  cent  of  the  home 
bread  bakers  in  the  other  groups  used  hard  wheat  bread  flour. 

Size  of  Sack  Preferred — The  majority  of  the  housewives  used  the 
12^  and  24^  pound  sacks  of  bread  flour,  but  the  49  and  98  pound 
sacks  were  preferred  by  a  large  percentage  of  the  German,  Italian, 
Polish,  Russian  and  Slovak  home  bakers.  A  large  portion  of  the 
Italian  and  Russian  housewives,  as  is  shown  in  Table  5,  purchased 
the  98  pound  sack.  Most  of  the  British  housewives  preferred  the 
5  pound  sack  of  bread  flour. 
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Frequency  With  Which  Bread  Was  Eaten 

Bread  was  eaten  at  every  meal  by  86  per  cent  of  the  adult  mem- 
bers of  famiUes  and  at  least  once  daily  by  most  of  the  remainder 
Table  6  sh  ows  that  bread  was  consumed  every  day  in  98  per  cent  of 
all  families  by  adult  members.  In  only  2  per  cent  of  the  families 
did  adults  not  eat  bread  every  day  and  in  those  cases  it  was  con- 
sumed occasionally.  Among  all  the  families  interviewed,  not  one 
was  found  in  which  bread  was  not  used  for  a  food,  although  in  4.5  per 
cent  of  the  total  families  one  or  more  adult  members  were  uncovered 
who  did  not  eat  bread.  Six  and  one-half  per  cent  of  all  families 
reported  that  bread  was  frequently  eaten  between  meals  by  adult 
members. 

Bread  was  eaten  at  every  meal  by  85  per  cent  of  the  children 
from  5  to  14  years  of  age  and  by  80  per  cent  of  the  children  under 
5  years  old.  It  was  served  to  most  of  the  remainder  of  the  chil- 
dren at  least  once  a  day.  However,  in  one-seventh  of  the  families 
that  had  children  under  5  years  of  age,  bread  Avas  served  to  the 
children  only  occasionally.  Approximately  one-third  of  all  children 
ate  bread  between  meals. 


Table  7.    Reasons  Given  for  Eating  Bread 


Nationality 
or 
Race 

Number  of 
Families 
Inter- 
viewed 

Percentage  of  Families  Reporting 

Food 
Value 

Habit 

For  Health 

Like  It 

Doctor's 
Orders 

Per  Cent 

Per  Cent 

Per  Cent 

Per  Cent 

Per  C«nt 

American   _  _  _ 

1,523 

46.6 

21.7 

25.1 

70.9 

2.2 

German   

149 

57.1 

64.4 

45.0 

61.7 

13 

British   

61 

9.8 

78.7 

9.8 

84.4 

1.7 

Italian   

213 

54.5 

23.9 

39.4 

63.4 

.0 

Polish  

218 

56.8 

27.7 

26.3 

63.8 

.0 

Jewish   

ISS 

76.8 

49.3 

31.9 

65.2 

1.4 

41 

68.3 

22.0 

22.0 

4.9 

.0 

Slovak,  etc.    _ 

117 

73.5 

33.3 

26.5 

61.5 

,0 

Negro  .    

133 

60.9 

27.8 

29.3 

78.2 

.0 

Summary  and  Average  

2,58S 

51.7 

28.5 

27.7 

66.9 

1.5 

Why  Bread  Was  Eaten— The  majority  of  families,  as  indicated  in 
Table  7,  ate  bread  because  they  "liked  it"  but  more  than  half  stated 
that  they  consumed  bread  for  its  food  value.  The  third  important 
reason  given  by  housewives  for  using  bread  was  because  of  habit 
or  custom  and  the  fourth  in  importance  was  "for  Health."  One  and 
one-half  per  cent  of  those  interviewed  ate  bread  because  the  doctor 
prescribed  it.  This  reason  was  named  chiefly  by  users  of  whole 
wheat  bread. 
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Table  7-a.    Percentage  of  Families  in  Which  Some  Members  Do  Not  Eat 

Bread  and  Reasons 


Nationality  | 
or 
Race 

Families  in  which 
Bread  is  eaten  by 
all  adult  members 

Per  Cent  Total 

American   

95.2 

96.0 

British   

96.7 

98.6 

98.6 

84.0 

lOO.O 

Slovak,  etc.   

100.0 

94.7 

Summary  and 
Average   

95.5 

Families 


Reasons  Given  For  Not  Eating  Bread 


in  whieli  bread  is 
not  eaten  by  some 
adult  members 

ToO' 
Fattening 

Do  not 
Like  It 

Agree 

Doctor's 
Orders 

Per  Cent  Total 

Per  Cent 

Per  Cent 

Per  Cent 

Per  Cent 

4.8 

1.1 

1.2 

0.2 

2.3 

4.0 

A  7 

.0 

1.3 

2.0 

3.3 

1.6 

.0 

.0 

1.7 

1.4 

0.9 

0.5 

.0 

.0 

1.4 

0.9 

0.5 

.0 

.0 

16.0 

4.4 

4.4 

3.6 

3.6 

.0 

.0 

.0 

.0 

.0 

.0 

.0 

.0 

.0 

.0 

5.3 

0.8 

3.7 

0.8 

.0 

4.5 

1.2 

1.2 

0.4 

1.7 

One  or  more  adults  in  4.5  per  cent  of  all  families  did  not  eat 
bread  either  because  they  considered  it  too  fattening,  did  not  like  it, 
or  the  doctor  forbade  it.  The  majority  who  abstained  from  eating 
bread  because  of  doctor's  orders  were  suffering  from  diabetes. 
Table  7-A  shoAVS  that  the  Jewish  families  had  the  largest  proportion 
of  non-bread  consumers  of  the  nine  groups  questioned.  In  16  per 
cent  of  the  Jewish  families  there  were  one  or  more  adults  who  did 
not  eat  bread. 

Substitutes  for  Bread 

Breakfast  cereals,  potatoes,  coffee  cake,  sweet  rolls,  griddle  cakes 
and  crackers,  in  the  order  named,  were  the  most  important  substi- 
tute foods  for  bread.  However,  as  indicated  "in  Table  8,  substitutes 
were  used  for  bread  on  the  average  at  only  3>4  meals  per  week. 
The  Jewish,  German  and  Polish  were  the  greatest  users  of  substi- 
tutes and  the  Slovak  and  British  families  were  the  lightest.  Jew- 
ish families  used  substitutes  at  9.9  meals,  German  at  7.5  meals  and 
Polish  at  5.7  meals.  Jewish  families  substituted  chiefly  breakfast 
cereals,  coffee  cake,  sweet  rolls  and  potatoes  for  bread;  the  German 
families  chiefly  potatoes,  breakfast  cereals  and  sweet  rolls  and  the 
Polish  families  used  principally  potatoes,  crackers,,  c.offee  cake, 
breakfast  cereals  and  sweet  rolls  in  place  of  bread. 
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Average 

0.29 
0.09 
0.11 
0.56 
1.16 
0.05 
0.2S 
0.35 
0.18 
0.30 
0.13 

3.50 

Negro 

0.41 
0.06 
0.18 
0.46 
1.24 
0.01 
0.07 
0.07 
0.04 
0.08 
0.14 

2.76 

Slovak, 
Etc. 

0..31 
O.03 
0.03 
0.06 
0.46 
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0.24 
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0.45 
0.16 
0.02 
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0.27 
0.05 
.0 
.0 
0.51 
.0 
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0.14 
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0.07 
0.20 

2.63 

Jewish 

0.22 
0.30 
0.12 
1.10 
3.49 
0.06 
0.80 
1.92 
0.53 
1.31 
0.03 

9.88 
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0.13 
0.21 
0.06 
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0.17 
0.97 
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0.05 
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Size  of 
Family 

Per  Cent 
93.7 
92.8 
91.9 
95.5 
93.9 
94.6 
91.9 
92.8 
93.2 

93.5 

For 
Health 

Per  Cent 
6.3 
7.2 
8.1 
4.5 
6.1 
5.4 
8.1 
7.2 
6.8 

i6 

Better 
Quality 

Per  Cent 
4.5 
5.0 
4.2 
3.4 
1.9 
3.2 
3.8 
4.1 
5.2 

in 

Size  of 
Family 

Per  Cent 
88.2 
86.8 
87.9 
89.0 
88.2 
S7.2 
87.0 
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80.5 
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Health 
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Changes  in  Consumption  During  Past  Two  Years 

Sixty  per  cent  of  the  consumers,  as  is  shown  in  Table  9,  stated 
that  there  had  been  no  change  in  the  amount  of  bread  consumed 
per  family  in  the  last  two  years.  Thirty-three  per  cent  reported 
that  per  family  consumption  had  increased  from  12>4  to  25  per  cent 
during  the  biennium  and  seven  per  cent  stated  that  consumption 
per  family  had  decreased  from  Uy.  to  25  per  cent.  When  asked 
why  their  consumption  had  increased  or  decreased,  the  majority 
replied  because  the  size  of  family  had  increased  or  decreased.  A 
few  stated  that  their  consumption  had  increased  because  bakers 
have  improved  the  quality  of  their  bread,  but  only  5  per  cent  of 
those  reporting  an  increase  mentioned  this  reason.  Six  and  one- 
half  per  cent  of  those  who  reported  a  decrease  in  consumption  said 
that  it  had  decreased  for  health  reasons.  In  these  instances  con- 
sumers were  either  on  a  diet  or  suffering  from  diabetes. 


Table  10.    The  Effect  of  Price  Upon  Amount  of  Bread  Used 


Nationality 
or 

Number  of 
Families 

Percentage  of  Families  Stating 

Race 

Intei-viewed 

None 

Limits  Amount 

Do  Not  Know 

Per  Gent 

Per  Cent 

Per  Cent 

American   

1,523 

97.0 

2.1 

0.9 

German  -  .       _  . 

149 

89.2 

5.4 

5.4 

British  — -  _  - 

61 

95.1 

3,3 

1.6 

Italian  

213 

90.1 

2.8 

7.1 

Polish   

213 

S2.0 

4.8 

3.2 

Jewish   

138 

87.0 

1.4 

11.6 

41 

85.4 

.0 

14.6 

Slovak,  etc.    _   _  _  . 

117 

88.0 

5.2 

6.8 

133 

93.2 

S.O 

3.8 

Summary  and  Average  — . 

2,5S8 

94.2 

2.7 

3.V 

Effect  of  Price  Upon  Amount  of  Bread  Used 

Price  has  very  little  effect  upon  the  amount  of  bread  used  by 
the  consumer.  More  than  94  per  cent  of  the  housewives,  as  is  indi- 
cated in  Table  10,  stated  that  price  had  no  influence  upon  the 
amount  of  bread  consumed.  Only  2.7  per  cent  reported  that  the 
price,  at  which  bread  is  sold,  regulates  their  purchases  and  limits 
consumption.  Three  per  cent  did  not  know  what  eft'ect  price  had 
upon  the  amount  of  bread  which  they  consumed. 


Table  11.    Varieties  of  Bread  Preferred 


Nationality 

1 

Number 
of 

Families 
Inter- 
viewed 

Bread  (Percentage  of  Families  Buying) 

or 

Race 

Wrappecft 

Un- 
wrapped! 

Small 
Loaf 

Large 
loaf 

Hard  | 
Crust 

Soft  1 
Crust 

Coarse  1 
Grained 

Fine 
Grained 

Per 
Cent 

Per 
Cent 

Pjr 
Cent 

Cent 

Per 
Cent 

Per 
Cent 

Pe- 
Cent 

Cent 

American   

1,523 

78.3 

21.7 

53.9 

46.1 

15.4 

84.0 

12.8 

87.2 

German   

149 

56.4 

43.6 

38.3 

01.7 

31.5 

68.5 

32.9 

07.1 

British  -   _  .  .-- 

01 

83.6 

i  O.  4 

75.4 

11.5 

88.5 

11.5 

213 

28.2 

71.8 

40.8 

59.2 

57.7 

42.3 

38.5 

01.5 

Polish 

213 

55.4 

44.0 

34.7 

05.3 

37.1 

02.9 

31.5 

08.  b 

Jewish   

138 

29.0 

71.0 

50.5 

43.5 

71.0 

29.0 

36.2 

03.8 

Russian          -  - 

41 

53.  T 

46.3 

36.6 

03.4 

39.0 

61.0 

36.6 

03.4 

Slovak,  etc.   

117 

59.8 

40.2 

&?.3 

66.7 

35.0 

65.0 

21.4 

78.6 

Negro  --   

133 

79.7 

20.3 

52.6 

47.4 

9.0 

91.0 

11.3 

88.7 

1 

Summary 
and  Average 

2,588 

C7.4 

32.6 

■  48.5 

1  51.5 

25.4 

74.0 

19.5 

80.5 

Bread  Preferences 

Sixty-seven  per  cent  of  all  consumers  preferred  wrapped  bread, 
but,  as  shown  in  Table  11,  more  than  70  per  cent  of  the  Jewish  and 
Italian  families  preferred  the  unwrapped  loaf.  Fifty-one  per  cent 
bought  the  large  pound)  loaf  and  49  per  cent  purchased  the 

small  (pound)  loaf  of  bread.  The  majority  of  American,  Jewish 
and  Negro  families  purchased  the  small  loaf  but  among  the  re- 
maining six  groups  of  people  the  large  loaf  was  preferred.  Seventy- 
five  per  cent  of  the  consumers  preferred  soft  crust  bread,  but  the 
majority  of  the  Italian  and  Jewish  families  preferred  the  hard  crust, 
hearth  baked  bread.  Eighty  per  cent  purchased  fine  grained  bread 
and  20  per  cent  coarse  grained.  However,  more  than  one-third  of 
the  German,  Italian.  Polish,  Jewish  and  Russian  families  bought 
coarse  grained  bread.  -  ■ 
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Table  11-a.    Reasons  for  Buying  Wrapped  or  Unwrapped  Bread 


Nationality 

Number 

of 

Wrapped  Bread 

Unwrapped  Bread 

No 

or 

Families 

Reason 

Race 

Inter- 

Cheapness 

Stated 

viewed 

Sanitary 

Keeps 

Like  It 

Economy 

Per  Cent 

Per  Cent 

Per  Cent 

Per  Cent 

Per  Cent 

Total 

Total 

Total 

Total 

1,52.3 

66.1 

7,0 

16.9 

0.5 

9.5 

German  _     

149 

40.9 

10.1 

34.9 

6.0 

8.1 

British     

61 

82.0 

6.6 

9.8 

.0 

1.6 

313 

21.6 

4.2 

46.5 

0.5 

27.2 

Polish  

213 

39.9 

7.5 

41.3 

2.8 

8.5 

Jewish  -       

138 

28.3 

2.2 

57.2 

1.4 

10.9 

Russian     

41 

41.5 

4.9 

41.5 

.0 

12.1 

Slovak,  etc.   

117 

27.4 

3.4 

29.9 

3.4 

35.9 

Negro   

133 

71.4 

4.5 

12.0 

3.8 

8.3 

Summary  and  Average  

2,588 

55.3 

6.4 

25.1 

1.4 

11.8 

The  reasons  given  for  buying  wrapped  or  unwrapped  bread  are 
presented  in  Table  11-A.  Wrapped  bread  was  preferred  by  most 
housewives  because  it  is  more  sanitary  and  keeps  better  than  un- 
wrapped. The  consumers  who  preferred  unwrapped  bread  bought 
ii  because  they  liked  its  flavor  and  because  it  was  baked  more 
crisply  than  the  wrapped  loaf. 

Sources  of  Supply  For  Bread 

The  grocery  and  delicatessen  store  was  the  most  important  source 
of  supply  for  the  housewife.  As  is  shown  in  Table  12,  more  than 
58  per  cent  bought  bread  from  these  stores.  Twenty-eight  per  cent 
purchased  from  bakers'  wagons  and  16.4  per  cent  from  retail  bakers' 
shops.  Several  consumers  purchased  bread  from  two  or  more  of 
the  above  sources.  The  Italian  families  were  the  only  group  in 
which  less  than  half  of  the  housewives  purchased  bread  at  grocery 
and  delicatessen  stores.  The  Jewish,  Russian,  German,  Polish  and 
Slovak  housewives  were  the  best  patrons  of  the  retail  bake  shop 
and  the  British,  Italians  and  Americans  were  the  best  customers  of 
the  bakers'  wagons. 
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Table  12.    Where  Housewives  Purchase  Bread 


Number 

Sources  of  Supply  1 
(Percentage  Buying)  | 

Reasons  For  Buying  There 
(Percentage  Reporting) 

Nationality 
or 
Race 

of  House- 
wives 
Inter- 
viewed 

Grocery 
and' 
Delicates- 
sen Stores 

Retfiil 
Bake 
Shop 

Bakers' 
Wagons 

Handy 

Price 

Service 

Quality 
.  

Per  Cent 

Per  Cent 

Per  Cent 

Per  Cent 

Per  Cent 

Per  Cent 

American   

1,52.3 

54.9 

13.0 

32.6 

?'  0 

1.8 

li.l 

7.1 

German   

149 

69.1 

28.9 

19.5 

78.7 

2.4 

7.9 

11.0 

61 

70.5 

6.6 

42.6 

8.3'.  3 

11.7 

1.7 

3.3 

Italian    - 

218 

38.9 

8.0 

36.6 

72.2 

4.2 

14.6 

9.0 

Polish   

213 

(4 .  ^ 

22  1 

20.2 

78.2 

2.0 

15.3 

4.5 

Jewish   

138 

CO.l 

44.2 

9.4 

54.2 

6.3 

30.2 

9.3 

Russian   

41 

61.0 

36.6 

14.6 

60.0 

14.3 

17.1 

8.6 

Slovak,  etc.  -- 
Negro   

117 

133 

67.5 

84.2 

23.1 
9.8 

17.9 
11.3 

68.4 

85.8 

4.1 

3.3 

14.3 

4.2 

13.2 
6.7 

Summary 
and  Average-- 

2,588 

1           58. 9 

16.4 

28.1 

75.9 

2.8 

13.8 

7.5 

Table  12-a,    Length  of  Time  Have  Purchased  From  Present  Source  of  Supply 


Nationality 
or 
Race 


American 

German   

British   

Italian   

Polish   

Jewish   

Russian   

Slovak,  etc. 
Negro   


Percentage  of  Housewives  Reporting 


Summary  and 

Average   


3 

Months 

6 

Months 

1 

Year 

2 

Years 

3-5 
Years 

e-10 
Tears 

More 
than  10 
Years 

Do  Not 
Know 

Per  Cent 

Per  Cent 

Per  Cent 

Per  Cent 

Per  Cent 

Per  Cent 

Per  Cent 

Per  Cent 

3.0 

2.8 

10.1 

10.4 

20.2 

7.7 

9.1 

36.7 

2.0 

2.0 

4.7 

10.1 

17.4 

4.0 

3.4 

56.4 

1.6 

.0 

.0 

1.6 

6.6 

3.3 

3.3 

83  6 

0.9 

0.5 

2.8 

6.2 

25.8 

5.0 

4.2 

53.0 

2.8 

2.8 

10.8 

12.2 

23.9 

16.9 

5.2 

25.4 

1.4 

.0 

2.2 

5.9 

9.4 

1.4 

9.4 

70.3 

2.4 

.0 

4.9 

9.8 

14.6 

2.4 

.0 

6'..  9 

1.7 

4.3 

6.8 

4.3 

13.7 

8.5 

6.0 

54.7 

3.0 

2.3 

6.0 

9.0 

18.0 

3.8 

5.3 

52.6 

2.6 

2.4 

8.2 

9.4 

19.4 

7.3 

7.4 

43.3 

Three-fourths  of  the  consumers  bought  bread  from  the  above 
sources  because  they  were  handy  or  convenient,  13.8  per  cent  be- 


25 


cause  of  service,  7.5  per  cent  because  of  the  quality  of  product  and 
2.8  per  cent  because  of  price.  More  than  one-half  of  the  consumers 
who  answered  the  question  pertaining-  to  how  long  they  had  pur- 
chased from  their  present  source  of  supply,  stated  that  they  had 
purchased  bread  from  their  present  purveyor  for  from  3  to  10  or 
more  years.  Approximately  one-fourth  had  changed  dealers  in  less 
than  two  years  and  the  principal  reason  given  for  chang-ing  dealers 
was  that  the  consumer  had  moved.  These  figures  show  that  the 
bread  consumer  is  quite  a  stable  buyer  and  customer. 

Extent  to  Which  Bakery  Products  (Other  than  Bread)  Are  Bought 

Twenty-three  per  cent  of  all  housewives  bought  bakers'  large  pies 
and  8.7  per  cent  purchased  bakers'  small  pies  but  a  larger  percentage 
bought  bakers'  cakes.  As  is  shown  in  Table  13,  27.8  per  cent  pur- 
chased large  cakes  and' 19.7  per  cent,  small  cakes.  Bakers'  dough- 
nuts were  bought  by  20.9  per  cent,  cofifee,  cakes  by  14.4  per  cent, 
cinnamon  buns  by  18.8  per  cent,  cookies  by  13.6  per  cent  and  pretzels 
were  purchased  by  17.5  per  cent  of  the  housewives.  Proportion- 
ately, the  Polish,  Slovak,  Russian  and  British  families  were  the 
largest  buyers  of  bakers'  pies.  The  Slovak,  Polish,  Russian,  British, 
Jewish,  Italian  and  German  families  bought  the  greatest  amount 
of  bakers'  cakes.  The  Polish,  German,  and  American  families  were 
the  largest  consumers  of  pretzels  and  the  Slovak,  Russian,  Jewish, 
Polish  and  German  families  were  the  heaviest  buyers  of  bakers' 
doughnuts,  coffee  cakes,  cinnamon  buns  and  cookies.  The  butter 
pretzel  was  most  popular  among  the  users  of  pretzels,  the  Reading 
style  was  second  in  preference,  and  a  few  bought  steamed  pretzels. 
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Approximately  forty  per  cent  of  the  housewives  who  bought  these 
bakery  products  mentioned  that  convenience  was  their  reason  for 
buying  them.  Twenty  per  cent  said  they  bought  because  they  liked 
the  quality  and  18  per  cent  because  they  enjoyed  the  taste  of  the 
commercial  products.  Thirteen  per  cent  purchased  commercial 
■pastry  products  for  a  change  or  variety  and  4  per  cent  because  they 
considered  it  economical  to  do  so.  The  time-saving  element  in 
bakers'  products  is  thus  clearly  illustrated. 

Extent  to  Which  Cakes  and  Pies  Are  Baked  At  Home 

Three-fourths  of  all  housewives  baked  some  pastries  at  home  but 
a  greater  proportion  of  the  American  and  Negro  families  baked 
pastries  than  any  other  of  the  nine  groups.  As  indicated  in  Table 
14,  more  than  80  per  cent  of  the  American  and  90  per  cent  of  the 
Negro  housewives  baked  pastries  but  less  than  half  of  the  Russian 
and  only  55  per  cent  of  the  Italian  families  baked  pastries  at  home. 
More  housewives  baked  pies  and  large  cakes  than  any  other  form 
of  pastry  products.  Over  two-thirds  baked  their  own  pies  and  large 
cakes  and  about  one-fourth  made  their  own  small  cakes  and  dough- 
nuts. Thirty-nine  per  cent  baked  cookies  and  12  per  cent  prepared 
cinnamon  buns.  The  American,  Negro,  British  and  German  house- 
wives baked  the  most  pies  and  cakes ;  the  American,  Negro,  Slovak 
and  German  prepared  the  greatest  amount  of  doughnuts  and  cook- 
ies;  the  American,  German,  British  and  Negro  made  the  most  cin- 
namon buns  and  the  Jewish,  Russian,  American  and  German  women 
baked  the  largest  quantities  of  coffee  cakes  at  home. 
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Almost  two-thirds  o£  the  housewives  who  baked  pastries  at  home 
considered  the  quality  of  their  product  greatly  superior  to  that  of 
commercial  bakers.  Twenty-one  per  cent  baked  pies  and  cakes  be- 
cause it  was  cheaper  to  bake  at  home  than  to  buy  the  commercial 
product;  9  per  cent  liked  the  taste  of  home  baked  pastries  better 
than  the  bakers'  product  and  6  per  cent  baked  their  own  to  provide 
a  change  or  variety  of  pastries. 

Kinds  of  Pastry  Flour  Used 

This  survey  disclosed  some  information  of  great  value  to  Pennsyl- 
vania millers.  As  is  shown  in  Table  15,  less  than  half  of  the  house- 
wives baking  at  home  used  soft  wheat  flour  for  pastry  purposes  and 
more  than  half  used  hard  wheat  flour.  In  a  great  number  of  cases, 
the  same  flour  which  was  used  for  bread  and  biscuits  was  also  used 
for  pastry  purposes.  Sixty-two  per  cent  of  the  American  families 
used  soft  Avheat  flour  but  more  than  three-fourths  of  the  housewives 
in  the  other  groups  used  hard  wheat  flour.  A  glance  at  Table  36 
will  show  that  more  soft  wheat  flour  is  used  in  the  smaller  cities 
located  in  good  wheat  producing  sections  than  is  used  in  the  larger 
industrial  centers.  More  than  85  per  cent  of  the  housewives  in 
Bellefonte,  Hamburg,  Harrisburg,  Lancaster  and  Sunbury  used 
soft  wheat  flour,  whereas  in  Wilkes-Barre  and  Philadelphia  barely 
15  per  cent  made  use  of  winter  wheat  flour. 


Table  15.    Kinds  of  Pastry  Flour  Used  by  Housewives 


-Natiouality 
or  Race 


American  _-. 

German   

British   

Italian   

Polish   

Jewish   

Russian   

Slovak,  etc. 

Negro   

Average  — 


Per  Cent  of  Those 
Who  Balre  Pas- 
tries At  Home 
Who  Use 

Hard 
Wheat 
Plour 

Soft 
Wheat 
flour 

Per  Cent 

Per  Cent 

as.l 

61.9 

71.8 

2S.2 

'JO.  9 

9.1 

S5.7 

14.3 

77.8 

22.2 

82.4 

17. C 

93.3 

6.7 

79.5 

20.5 

75.2 

24.8 

50.2 

49.8 

Kinds  of  Packages  Used  By  Home  Bakers 


Sacks 

3# 

5# 

i2i# 

24.'.  # 

49  # 

98** 

Per 
Cent 

Per 
Cent 

Per 
Cent 

Per 
Cent 

Per 
Cent 

Per 
Cent 

3.4 

29.8 

47.0 

6.6 

6.6 

.0 

2.7 

21.8 

18.2 

23.6 

27.3 

.0 

6.8 

9.1 

34.1 

22.7 

22.7 

.0 

.0 

2.9 

5.7 

11.4 

e<J.9 

17.1 

.0 

2.2 

2.2 

11.1 

28.9 

55.6 

4.4 

3.0 

19.1 

29.4 

44.1 

.0 

.0 

.0 

3.3 

b.7 

90.0 

.0 

.0 

.0 

t.1 

6.9 

71.2 

19.2 

1.5 

.0 

42.4 

9.1 

47.0 

,0 

3.0 

23.5 

39.0 

9.0 

17.0 

3.7 

Car- 
tons 


2S# 


Per 
Cent 

6.0 

6.4 

4.6 

.0 

.0 

.0 

.0 

.0 

.0 

4.8 
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The  most  popular  size  of  package  for  pastry  flour  was  the  12^4 
pound  bag  and  the  next  in  popularity,  the  5  pound  bag.  These  two 
packages  were  preferred  by  nearly  two-thirds  of  the  housewives  who 
baked  pastries.  Barely  5  per  cent  of  all  the  housewives  purchased 
the  23/4  pound  carton  and  its  use  was  confined  entirely  to  the  Amer- 
ican, German  and  British  families. 

Table  16.    Relative  Importance  of  Foods  as  Indicated  by  2,588  Housewives 

(Summary) 


POOD 


Vegetables  

Meats   

Bread   

Milk   

Fruits   

Eggs   

Cereals   

Fish   

Butter  and  Cheese 


Importance  of  Bread  As  a  Food 

Bread  is  still  one  of  the  most  important  human  foods  and  it  was 
ranked  third  in  importance  by  the  2,588  housewives  interviewed. 
Vegetables  were  considered  first  in  importance,  meats  second,  milk 
fourth  and  fruits  ranked  fifth.  Then  followed  eggs,  cereals,  fish  and 
butter  and  cheese  in  the  order  named.  As  indicated  in  Table  16-A, 
vegetables  were  considered  as  the  most  important  food  by  Amer- 
ican, Italian  and  Negro  families  but  meats  were  placed  first  by 
German,  British,  Polish,  Jewish,  Russian  and  Slovak  housewives. 
With  the  exception  of  British  and  Russian  families,  bread  was 
named  as  the  third  food  in  importance  by  all  groups.  The  British 
placed  bread  fourth  and  the  Russians  placed  it  second  in  importance. 
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■  Effect  of  Seasons  Upon  Consumption 

The  majority  of  consumers  reported  that  seasons  had  no  effect 
upon  consumption  and  that  they  ate  the  same  amount  of  bread 
throughout  the  year.  However,  20  per  cent  reported  that  the 
seasons  influenced  their  consumption  and  as  is  indicated  in  Table 
17,  13  per  cent  reported  that  they  used  more  bread  in  cold  weather 
and  7  per  cent  that  they  consumed  more  in  warm  weather.  The 
greatest  seasonal  effect  was  reported  by  Russians,  Slovaks  and 
Negroes  and  the  least  by  the  American  and  British  housewives. 


Table  17.    Influences  of  Seasons  Upon  Bread  Consumption 


Percentage  of  Housewives  Reporting 

Nationality  or  Race 

Increases  in 
Oold  Weather 

Increases  in 
Warm  Weather 

No  Change 

Per  Cent 

Per  Cent 

Per  Cent 

9...8 

6.0 

84.2 

14.1 

8.7 

77.2 

.0 

16.-1 

83.6 

21.1 

2.8 

76.1 

12.2 

12.2 

75.6 

9.4 

14.5 

76.1 

36.6 

•0 

03.4 

36.7 

0.9 

62.4 

18.8 

10.5 

70.7 

13.0 

7.0 

80.0 

Advertising  of  Bakery  Products 

Where  Bread  Advertisements  Were  Seen— More  than  three- 
fourths  of  the  consumers  had  seen  bread  advertised  upon  bakers' 
wagons  and  60  per  cent  had  noticed  bread  advertisements  on  bill- 
boal-ds  and  in  stores.  Slightly  more  than  one-third  had  seen  street- 
car and  newspaper  advertising  of  bread  and  almost  one-fifth  noticed 
bread  advertisements  in  magazines.  Table  18  shows  that  the  Amer- 
ican, British  and  Negro  housewives  saw  more  bread  advertisements 
than  women  of  the  other  groups  but,  with  the  exception  of  the  Rus- 
sian families,  the  majority  of  consumers  had  seen  bread  advertised. 
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Table  18.    Where  Bread  Advertisements  Have  Been  Seen 


Percentage  of  Housewives  Reporting 


Nationality  or  race 


Bakers' 
Wagons 

Street 
Car 

Bill- 
boards 

News- 
papers 

Maga- 
zines 

Stores 

Else- 
where 

- 

Per  Cent 

Per  Cent 

Per  Cent 

 . 

Per  Cent 

Per  Cent 

Per  Ctent 

Per  Cent 

American  _   . 

Si.6 

32.0 

61.9 

38.0 

19.4 

64.0 

0.5 

German   

68.5 

33. 6 

67.S 

35.6 

4.7 

49.7 

1.3 

90..  2 

S3,  a 

86. 9 

85.2 

78.7 

82.0 

.0 

Italian   -    —  , 

71.8 

10.3 

39.0 

23.5 

7.5 

56.8 

0.5 

Polish   

55.4 

25.8 

44.6 

33.8 

16.9 

41.3 

0.5 

66.7 

52:.  2 

55.1 

34.1 

30.4 

80.4 

.0 

Russian   

31.7 

26.8 

31.7 

12.2 

2.4 

34.1 

.0 

Slovak,  etc.  — 

73.5 

41.0 

63.0 

34.2 

29.9 

53.8 

.0 

Negro                             -  . 

91.0 

60.2 

75.9 

50.4 

21.8 

72.9 

.0 

Average    

78.4 

33.8 

59.0 

37.2 

19.7 

61.5 

0.5 

Facts  Remembered  About  Bread  Advertising— Cleanliness  and 
quality  of  product  were  the  points  stressed  in  advertising  that  were 
remembered  by  the  greatest  number  of  consumers.  Forty-one  per 
cent  mentioned  cleanliness  and  33  per  cent  quality  as  the  leading 
themes  of  bread  advertising.  More  than  one-fourth  remembered 
seeing  health,  20  per  cent  food  value,  and  15  per  cent  labor  saving 
emphasized  in  commercial  bread  advertising.  Ten  per  cent  recalled 
mention  of  price.  As  is  indicated  in  Table  19,  nearly  one-fourth  of 
the  housewives  did  not  remember  any  of  the  facts  that  were  stated 
in  bread  advertising. 

Table  19.    Points  Stressed  in  Bread  Advertising  That  Consumers  Remember 

Having  Seen 


Nationality 
or 

Number 
of 

Families 

Percentage  of  Housewives  Reporting 

Race 

Inter- 
viewed 

Cleanli- 
ness 

Price 

Health 

Food 
Value 

Quality 

Labor 
Saving 

Do  Not 
£now 

Per  Cent 

Per  Cent 

Per  Cent 

Per  Cent 

Per  Cent 

Per  Cent 

Per  Cent 

.4meriean   

1,523 

44.5 

9.5 

29.7 

19.4 

31.3 

15.6 

23.1 

German   

149 

27.5 

16.1 

27.5 

21.5 

28.2 

15.4 

34.2 

British  _   

61 

14.8 

.0 

4.9 

1.6 

1|.8 

9.8 

64.0 

213 

30.5 

12.2 

21.6 

16.4 

£9.4 

8.9 

23.5 

Polish   

213 

33.8 

11.3 

20.7 

10.3 

31.5 

7.0 

32.9 

Jewish   

138 

45.7 

8.0 

36.2 

39.1 

44.9 

15.2 

21.7 

Russian     

41 

.36.6 

14.6 
8.5 

34.1 
36.8 

12.2 
34.5 

24.4 
38.5 

12.2 
14.5 

2.5 
17.1 

Slovak,  etc.  -  

117 

41.9 

Negro   

133 

55.6 

15.0 

21.8 

28.6 

41.4 

18.8 

21.1 

Summary 
and  Average   

2,588 

41.2 

10.2 

27.9 

20.2 

32.9 

14.3 

24.8 
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Table  20.    Bakery  Products  Seen  Advertised 


Nuniher 
of 

.Families 
Inter- 
viewed 

Percentage  of 

Housewives  Reporting 

Nationality 
or 
Race 

Bread 

Pret- 
zels 

Cakes 

Pies 

Dough- 
nuts 

Cookies 

Bis- 
cuits 
and 
rolls 

Raisin 
Bread 

None 

Per 
Cent 

Per 
Cent 

Per 
Cent 

Per 
Cent 

Per 
Cent 

Per 
Cent 

Per 
Cent 

Per 
Cent 

Per 
Cent 

Amprican   

1,523 

92.8 

6.2 

6S.S 

49'.  0 

5.8 

10.4 

17,0 

0.6 

3  4 

German   

149 

76.5 

9.4i 

65.8 

31.5 

2.0 

3.4 

6.0 

.0 

14.8 

British   

61 

54.1 

11.5 

50.8 

11.5 

.0 

.0 

.0 

.0 

39.3 

Tf  n  li  n n 

21,5 

58.7 

8.5 

35.2 

29.1 

1 .9 

1.4 

5.6 

.0 

31.0 

Polish   

213 

57.7 

8.5 

40.8 

33.3 

0.9 

2.3 

S.S 

.0 

SO.O 

Jewish   

138 

77.5 

8.0 

07. 4 

39.1 

9.4 

10.9 

5.8 

.0 

13.8 

41 

A  Q 

41.4 

19.5 

.0 

.0 

.0 

.0 

51.2 

Slovak,  etc.  -- 

117 

65.0 

5.1 

53.0 

42.7 

3.4 

0.9 

12.8 

.0 

23.1 

Negro   

133 

66.2 

3.8 

52.6 

42.9 

3.8 

0.8 

9.8 

.0 

27.1 

Summary  and 
Average  _— - 

2,588 

81.0 

6.8 

61.1 

42.6 

4.6 

7.3 

12.5 

0.4 

12. S 

Bakery  Products  Seen  Advertised — More  than  80  per  cent  of  the 
consumers  stated  that  they  had  seen  bread  advertised  and  61  per 
cent  had  seen  cakes  advertised.  As  is  shown  in  Table  20,  43  per 
cent  had  noticed  pie  advertisements,  12.5  per  cent  had  seen  biscuits 
advertised,  but  less  than  10  per  cent  had  ever  seen  advertisements 
of  cookies,  pretzels,  doughnuts  or  raisin  bread.  One-eighth  of  all 
the  housewives  reported  that  they  had  never  noticed  any  bakery 
products  advertised. 


Table  21.    Influence  of  Advertising  Upon  Bread  Consumption  of  the  Family 


Percentage  of  Families  Reporting 

Nationality 

or 

Eace 

A  Great  Deal 

A  Little 

Not  Vay 

Do  Not  Know 

Per  Cent 

Per  Cent 

Per  Cent 

Per  Cent 

American           _    -_  -_    - 

0.5 

5.0 

83.0 

11.5 

0.7 

11.4 

40.9 

47.0 

.0 

3.3 

45.9 

50.8 

1.4 

2.3 

70.0 

20.3 

Polish   

.0 

5.6 

79.8 

14.0 

2.2 

29.7 

58.0 

10.1 

4.9 

9.8 

70.7 

4.6 

Slovak,  etc.   

1.7 

17.1 

70.1 

11.1 

Negro   

1.7 

6.0 

71.4 

21.1 

0.8 

7.1 

75.7 

16.4 
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Table  21-a.    Has  Advertising  Caused  You  to  Change  Brands? 


Nationality 
or 
Race 

Percentage  of  Families 
Reporting 

No 

Tes 

American   ,  .  

Per  cent 
95.7 
88. 6 
96.7 
90.6 
96.7 
89.9 
92.7 
89.7 
88.7 

Per  Cent 

4.3 
11.4 
3.3 
9.4 
3.3 
10.1 
7.3 
10.3 
11.3 

German   _ 

Britisli   

Polish  

Jewish    

Slovak,  etc.      _     _  _ 

94.0 

6.0 

Influence  of  Advertising  On  Consumption — Three-fourths  of  the 
consumers  said  that  advertising  had  not  influenced  them  in  their 
consumption  of  bread.  Seven  per  cent  stated  that  advertising  had 
influenced  them  a  little  and  one  per  cent  reported  a  great  deal.  Six- 
teen per  cent  did  not  know  whether  they  had  been  influenced  by  ad- 
vertising. The  Russian,  Slovak,  Jewish  and  German  families,  as 
can  be  seen  in  Table  21,  were  influenced  more  by  advertising  in 
their  consumption  of  bread  than  any  of  the  other  groups.  Table 
21-A  shows  that  six  per  cent  of  the  housewives  had  changed  brands 
of  bread  because  of  the  appeal  of  advertising  and  that  94  per  cent 
had  not. 

SUMMARY 

This  survey  made  in  15  widely  scattered  cities  of  Pennsylvania 
shows  that  bread  is  still  one  of  the  most  important  human  foods 
and  that  it  is  ranked  third  in  importance  by  2,588  housewives. 
Bread  is  eaten  at  every  meal  by  86  per  cent  of  all  families  and  is 
consumed  at  least  once  daily  in  98  per  cent  of  the  households. 

The  average  per  capita  consumption  of  bread  is  2.53  loaves  or 
3.15  pounds  per  week  and  the  average  family  of  4.70  persons  con- 
sumes 11.87  loaves  or  14,78  pounds  of  bread  per  week.  White  bread 
constitutes  four-fifths  of  the  total  bread  consumed  and  it  is  the 
most  important  kind  of  bread  used.  Rye  bread  is  second  in  im- 
portance, whole  wheat  bread  is  third,  raisin  bread  fourth  and  gra- 
ham bread  ranks  fifth.    Pan  bread  is  the  most  preferred  style  of 
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loaf,  Vienna  bread  is  second,  twin  loaves  third,  square  sandwich 
bread  fourth  and  the  split-top  loaf  is  fifth  in  preference.  Many 
more  housewives  prefer  wrapped  bread  with  a  soft  crust  and  of  fine 
texture  than  prefer  unwrapped  bread  with  a  hard  crust  and  of  coarse 
texture.  Soft  rolls  are  preferred  by  more  consumers  than  hard 
rolls. 

So  important  as  a  food  is  bread  considered  by  housewives  that  94 
per  cent  stated  that  price  had  no  efifect  upon  the  amount  of  bread 
which  they  used  and  only  2.7  per  cent  said  that  the  price  at  which 
bread  is  sold  limits  their  consumption.  Seasons  do  not  have  a 
marked  influence  upon  the  quantity  consumed,  as  four-fifths  of  the 
housewives  use  the  same  amount  of  bread  throughout  the  year. 

Twenty-three  per  cent  of  all  housewives  bake  some  bread  at  home 
but  most  of  them  make  only  a  part  of  their  requirements,  as  the 
output  of  home  bakeries  is  only  12  per  cent  of  the  total  amount  of 
bread  consumed.  Accordingly  commercial  bakers  supply  88  per 
cent  of  the  bread  consumed  in  homes.  Home  baking  of  pies  and 
pastries,  however,  is  very  important  as  three-fourths  of  the  house- 
wives bake  pies,  cakes  or  pastries  at  home.  The  chief  reason  for 
this  enormous  home  baking  of  pastries  is  the  quality  of  product 
and  most  housewives  consider  their  own  pastries  far  superior  in 
quality  to  those  of  commercial  bakers.  The  pastry  field  ofifers  a  big 
opportunity  for  the  expansion  of  production  and  sales  to  commercial 
bakers,  but  this  expansion  can  only  be  made  with  a  very  high  quality 
product. 

Despite  the  fact  that  flour  milled  from  soft  Pennsylvania  wheat 
is  more  satisfactory  for  pastry  baking,  more  than  half  of  the  house- 
wives who  do  their  own  baking  use  hard  wheat  flour  for  pastry 
purposes.  Here  is  a  vast  potential  market  for  Pennsylvania  milled 
flour  and  the  millers  of  this  state,  by  aggressive  sales  methods, 
should  be  able  to  double  their  present  sales  at  home.  Not  only 
would  such  expansion  help  the  millers  but  it  would  aid  local  wheat 
growers  to  sell  their  wheat  in  home  markets  and  thereby  save  the 
freight  charges  incident  to  sales  in  distant  centers. 

Bakers'  wagons,  stores  and  billboards  are  the  most  effective 
mediums  of  bread  advertising,  as  more  than  half  of  the  housewives 
saw  bread  advertised  in  those  places,  and  newspapers  and  street 
cars  rank  next  in  importance  as  advertising  mediums.  Cleanliness 
and  quality  are  the  most  important  points  that  consumers  remember 
being  stressed  in  bread  advertisements,  although  health,  food  value 
and  labor  saving  are  also  fairly  important.  Bread,  cakes  and  pies 
are  the  bakery  products  which  housewives  have  seen  advertised 
most  frequently.  . 


TABULATIONS  BY  CITIES 
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Table  22.    Per  Capita  Consumption  of  Bread  and  Rolls  Showing  Percent  of 

All  Classes  of  Families — 


Number  of  families   

Average  No.  children  under  S  years 
Average  No.  children     to  14  years 

Average  number  adults   

Total  persons  per  family  


Average  number  lunches  per  family  — . 

Bread  consumption  per  family  

(loaves  per  -vveek) 
Bread  baked  at  home  per  family  

(Loaves  per  week") 
Percent  of  per  capita  consumption  that 
is  home-baked    


Total  Bread— (Loaves  per  week) 

Consumption  per  person  

CJonsumption  per  person   

(Excluding  children  under  5) 

Bolls — (Actual  number) 
Consumption  per  person  per  week 
Consumption  per  person  per  week 
(E.xcluding  children  under  5) 

Percent  of  total  consumption 

White  Bread   

Graham  

Rye  

Raisin   

Whole  Wlieat   


Belle- 
fonte 


51 
.43 
.6S 
S.Ofl 
4.12 

.25 

7.29 

.73 

10.01 


1.77 
1.98 


l.fiO 
1.79 


93.01 
1.88 
.27 


Beth- 
lehem 


4.84 


lOO 
.45 
.90 
3.38 
4.73 

.75 

12.21 

.99 


8.11 


2.. 58 
2.85 


1.0^ 
1.19 


81.  .57 
3.60 
4.10 
1.80 
8.93 


liVank- 

Ham- 

Harris- 

Erie 

lin 

burg 

burg 

100 

67 

201 

.66 

.46 

.37 

.34 

1.10 

.86 

.55 

.78 

O.UO 

3  76 

3.09 

3.09 

4.81 

4!08 

4!oo 

4.21 

.69 

.45 

.30 

.51 

12.43 

9.19 

7.73 

11.63 

l.Uo 

2.21 

.25 

.84 

8.69 

24.05 

3.23 

7.22 

2  58 

2.2.5 

1.93 

2.76 

2.54 

2.13 

3.01 

.9fi 

.94 

.92 

1.21 

1.11 

1.06 

.99 

1.32 

8?.. 54 

89.23 

89.96 

90.26 

.80 

1.09 

1.28 

12.  f  4 

1.63 

3.67 

2.14 

.77 

.43 

3.82 

8.05 

5.60 

5.89 

Table 

Well-to-do  Families — 


Number  of  families 


Average  No.  children  under  5  years 
Average  No.  children  ,5  to  14  years  __. 

Average  number  adults   

Total  persons  per  family   


Average!  number  lunches  per  family 


Bread  consumption  per  family   

(Loaves  per  week) 
Bread  baked  at  home  per  family 

(Loaves  j)er  week) 
Percent   of  per   capita  consumption 
that  is  home-baked   


Total  Bread— (Loaves  per  week) 

Consumption  per  person   

Consnmption  per  person   ____ 

(Excluding  children  under  5) 

Rolls  (Actual  number) 

Consumption  per  person  per  week 
Consumption  per  person  per  week 
(Excluding  children  under  5) 

Percent  of  total  consumption 

White  Bread   

Graham   

Bye   

Raisin   

Whole  Wheat   


Belle- 
fonte 


11 

.64 
.04 
2.91 
4.19 


5.54 
.25 

4.51 


1.33 
1.56 


1.43 
1.69 


81.97 


Beth- 
lehem 


1.64 
'l6.S9 


15 

.33 
..33 
3.34 
4.00 

.07 

7.20 

.80 

11.11 


1.80 
1.96 


1.10 
1.20 


85.18 
3.70 
.93 
.93 
9.26 


Erie 


24 

.25 
.38 

3.16 
3.79 


6.08 
.42 

6.91 


1.65 
1.76 


1.25 
1.34 


59.33 
6.67 
12.00 


Frank- 
lin 


22.00 


20 

.20 
.50 

2.95 
3.05 

.05 

6.95 

.65 

9.35 


1.90 
2.01 


1.32 
1.39 


74.10 
3.60 
1.44 


Ham- 
burg 


.S3 
.33 

2.33 
3.00 


5.83 


Harris- 
burg 


20.86 


1.94 
2.19 


1.33 
1.50 


85.72, 


2.85 
11.43 


39 

.15 
.20 

3.21 
3.56 

>15 


.18 

2.62 


1.93 
2.02 


1.47 
1.53 


75.75 
1.87 
5.23 
.75 

16,40 
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Home  Baking  and  Proportions  of  Different  Kinds  of  Bread  Used 

All  Nationalities 


Indianii 

Johns- 
town 

I.anc- 
caster 

New 
Castle 

Pitts- 
burg-h 

Phila- 
delphia 

Sun- 
bury 

Towanda 

Wilkes- 
Barre 

Sud- 
iD&ry 
and  Aver- 
age for 
15  cities 

100 

lOO 

201 

lOO 

501 

513 

102 

51 

201 

2,588 

.57 

.76 

.38 

.68 

.52 

.40 

.01 

59 

.50 

.93 

1.32 

.74 

1.15 

1.13 

1.12 

.63 

.61 

1^49 

1.02 

2.70 

3.08 

2.99 

2.90 

3.47 

3.26 

2.79 

2.67 

3.52 

3.18 

4.20 

5.16 

4.11 

4.73 

5.12 

4.B4 

3. 83 

Q  7G 

4.70 

.58 

.86 

.46 

.73 

.1)/ 

A  A 

.  4o 

1  15 

.68 

9.16 

12.32 

10.09 

11.72 

13.06 

12.10 

7.83' 

8.73 

12.59 

n.87 

3.07 

2.35 

.20 

2.85 

1.16 

.83 

.36 

1.59 

4.59 

1.42 

83.52 

19.07 

1.93 

24.3; 

8.49 

C.S6 

4.<;o 

18.21 

36.45 

ll.lXi 

2.18 

2.39 

2.46 

2.48 

2.67 

z .  ou 

9  Al 
/  .U4 

2  25 

L  .  Oo 

2.52 

2.79 

2.71 

2.0( 

2  76 

2  20 

2.66 

2.51 

L .  CO 

.74 
.86 

.80 

1.65 

.20 

1.37 

2.27 

1.61 

1.62 

1.10 

.90 

.94 

1.82 

.24 

1.52 

2.51 

1.81 

1.87 

1.23 

1.00 

91.59 

91.48 

83.24 

76.28 

73.73 

81.20 

93.87 

89.67 

91.98 

80.04 

3.17 

.16 

1.28 

.68 

.95 

.75 

2.25 

2.92 

.32 

1.00 

.87 

S.68 

3.75 

20.31 

22.59 

13.45 

2.00 

4.11 

13.90 

.08 

.59- 

.67 

1.93 

.SJ 

.67 

I.IS 

1.13 

4.37 

2.60 

11.14 

2.73 

2.06 

2.67 

1.50 

6.74 

2.41 

3.63 

22a 

All  IVationnlities 


Johns- 

Lane- 

New 

Pitts- 

Indiana 

town 

caster 

Castle 

burgh 

£2 

15 

23 

12 

75 

.18 

.40 

.13 

.23 

.36 

.27 

.43 

42 

.53 

2.68 

2.87 

3.04 

2 

66 

3.69 

3.22 

3.64 

S.60 

3 

08 

4.45 

.20 

.04 

17 

.12 

5.2S 

7.00 

7.22 

4 

83 

9.72 

.45 

.27 

50 

.17 

8.60 

3.86 

10 

35 

1.75 

1.62 

1.98 

2.00 

1 

57 

2.18 

1.72 

2.23 

2.08 

1 

57 

2.30 

1.44 

1.47 

2,81 

32 

3.36 

1.52 

1.66 

2.40 

32 

3.54 

69.57 

79.05 

74.10 

75 

87 

74.30 

14.78 

.95 

5 

17 

1.40 

21.61 

4.76 

8.43 

8 

62 

18.85 

.60 

1.82 

13.04 

15.24 

16.87 

10.34 

3.63 

Phila- 
delphia 

Run- 
bury 

Towanda 

Wilkes- 
Barre 

Sum- 
mary 
and  Aver- 
age for 
15  cities 

68 

11 

10 

15 

366 

.15 

.1 

.40 

.13 

.21 

.53 

.1 

.10 

.81 

.43 

3.63 

3.07 

3.20 

2.93 

3.26 

4.31 

3.27 

3.70 

3.87 

3  90 

.13 

.10 

.13 

.10 

8.47 

4.55 

7.70 

4.80 

7. 33 

.92 

.27 

.90 

.87 

.45 

10.86 

5.93 

11.69 

18.12 

6.10 

1.97 

1.39 

2.08 

1.24 

1.89 

2.04 

1.44 

2.33 

1.28 

2.00 

1.14 

2.83 

1.95 

1.66 

1.87 

1.19 

2.91 

2.18 

1.71 

1.98 

79.35 

86.00 

81.82 

80.56 

74.57 

2.95 

2.60 

1.39 

2.35 

4.34 

8.00 

11.11 

8.62 

3.64 

2.60 

1.39 

2.61 

9.72 

6.00 

12.98 

5.55 

11.85 

40 


Table  22-b.    Per  Capita  Consumption  of  Bread  and  Rolls  Showing  Percent 

Middie  Class  Families— 


TJolla 

jtieue— 

JjC  til— 

 1- 

J2  L  dilli— 

Ham^ 

■  1 

fonte 

lehem 

Etie 

lin 

burg 

burg 

Number  of  families   

25 

63 

83 

41 

40 

64 

Average  No.  children  under  5  years  

..32 

.32 

.49 

.34 

.33 
.52 

.33 

Average  JSIo.  children  5  to  14  years  --- 

.60 

.83 

.84 

.37 

.78 

S.oO 

3.34 

3.24 

2.85 

3.30 

3.34 

Total  persons  per  family   

4.28 

4.49 

4. or 

o'.OO 

4  45 

Average  number  lunches  per  family  __ 

.24 

.78 

.75 

.54 

.28 

.45 

Bread  consumption  per  family  

7.12 

11.08 

9.98 

7.71 

8.45 

11.89 

(JZoaves  per  week) 

.67 

Bread  baked  at  home  per  family  — 

.32 

.49 

.64 

.44 

.25 

(loaves  per  week) 

Percent    of   per   capita  consumption 

5.71 

5.63 

that  is  home-baked  --    - 

4.49 

4.42 

6.41 

21.96 

Total  Bread — (Loaves  per  week) 

2.04 

2.67 

Consumption  per  person   

1.66 

2.47 

2.17 

2.16 

Consumption  per  person 

1.80 

2.65 

2.44 

2.39 

2.21 

2.88 

(iixciuding  children  under  5) 

Rolls— (Actual  mimber) 

1.17 

1.48 

1.19 

1.54 

Consumption  per  person  per  week 

1.85i 

1.25 

Consumption  per  person  per  week  „_ 

2.00 

1.34 

1.31 

1.64 

1.29 

1.66 

(Excluding  children  under  5) 

Percent  of  total  consumption 

White   Bread    —   

93.26 

73.26 

77.19 

84.49 

88.76 

86.60 

Graham    _   

2.81 

4.12 

1.09 

.95 

1.31 

Bye   

5.22 

16.26 

3.80 

i.T6 

2.89 

2.21 

.89 

1.05 

Whole  Wheat                  -  —  

3.93 

15.19 

5.46 

10.76 

5.62 

S.15 

Poor  Families — 


Number  of  families 


Average  No.  children  under  5  years  — 

Average  No.  children  5  to  14  years  

Average  number  adults  

Total  persons  per  family   


Average  number  lunches  per  family  ... 


Bread  consumption  per  family  

(loaves  jjer  wc.'k) 
Bread  baked  at  home  per  family  

(Eoaves  per  week) 
Percent   of  per   capita  consumption 
that  is  home-baked    


Total  Bread — (Loaves  per  week) 


Consumption  per  person   

Consumption  per  person   

(Excluding  children  under  5) 


Rolls— (Actual  nunibei-) 
Consumption  per  person  per  week  . 
Consumption  per  person  per  week  . 
(Excluding  children  under  5) 

Percent  of  total  consumption 

White  Bread   

Graham   ,  

Bye  

fiaisin   

Whole  Wheat   


Belle- 

Beth- 

Frank- 

Ham- 

Harris- 

fonte 

lehem 

Erie 

lin 

burg 

burg 

15 

22 

93 

39 

21 

98 

.47 

.91 

.90 

.72 

.48 

.43 

.67 

1.50 

1.53 

1.56 

.62 

1.00 

2.67 

3.50 

2.86 

2.56 

2.90 

2.89 

3.80 

5.91 

5.29 

4.84 

4.00 

4.32 

.47 

1.14 

.82 

.56 

.43 

.68 

8.87 

18.86 

16.25 

11.90 

6.90 

13.36 

1.73 

2.55 

1.03 

2.31 

.33 

1.20 

19.50 

13.52 

10.03 

19.41 

4.78 

8.98 

■  2.33 

3.19 

3.07 

2.46 

1.73 

3.10 

2.66 

3.77 

3.70 

2.88 

1.96 

3.44 

1.26 

.74 

.74 

.38 

.29 

.91 

1.44  _ 

.87 

.90 

.45 

.32 

1.01 

97.00 

91.68 

87.76 

98.08 

93. '19 

90.11 

1.50 

2.91 

.07 

.43 

.38 

.75 

3.33 

11.05 

.22 

2.07 

1.07 

1.-J6 

.75 

.62 

1.12 

2.37 

4.14 

2.44 

41 


of  Home  Baking  and  Proportions  of  Different  Kinds  of  Bread  Used 
All  Nationalities 


Johns- 
town 

Lane- 

New 

Pitts- 

Phila- 

U,cJJJllltl 

Sun- 

X  v.'  W  CL±1\J-U/ 

Wilkes- 

Sum- 
mary 
and  Aver- 
age for 
15  cities 

31 

23 

112 

27 

205 

316 



45 

26 

97 

1,198 

.16 

.39 

.36 

.22 

.35 

.42 

.27 

.50 

.48 

.38 

.58 

.26 

.71 

.63 

.99 

1.19 

.69 

.77 

1.17 

.91 

2.71 

3.17 

2.96 

2.78 

3.65 

3.19 

2.69 

2.58 

3.68 

3.24 

3.45 

3.82 

4.03 

3.63 

4.99 

4.80 

3.65 

3.85 

5.23 

4.53 

.29 

.35 

.45 

.26 

.74 

.70 

.42 

.35 

1.04 

.03 

ft  STI 

Q 

0  17 
y.  1 1 

7  SI 
/  .ol 

12.89 

12.24 

7.33 

8.62 

11.40 

11.20 

.94 

.29 

1.48 

1.20 

.72 

.11 

1.27 

2.62 

.86 

Lo.&J 

o.  ID 

lo.yo 

y.  ol 

t>  .CO 

1  50 

li.  iO 

22.98 

7.68 

1.97 

2.49 

2.28 

2.15 

2.59 

2.52 

2.01 

2.24 

2.18 

2.47 

2.07 

2.77 

2.50 

2.29 

2.78 

2.79 

2.17 

2.57 

2.40 

2.70 

1.23 

1.50 

1.72 

.55 

1.51 

2.51 

1.68 

1.74 

.93 

1.70 

1.29 

1.67 

1.89 

.59 

.  1.63 

2.76 

1.82 

2.00 

1.03 

1.86 

82.94 

85.84 

82.28 

95.74 

78.80 

79.56 

89.39 

90.62 

89.06 

78.18 

4.27 

.46 

1.56 

1.42 

1.84 

.49 

5.15 

3.13 

.18 

1.32 

2.37 

6.39 

2.82 

.47 

16.06 

16.20 

3.64 

6.15 

14.23 

.46 

.88 

.68 

1.58 

.61 

.45 

1.27 

1.50 

10.42 

6.85 

12.46 

2.37 

2.62 

2.17 

1.21 

5.80 

4.34 

4.77 

All  Nationalities 


Indiana 

Johns- 
town 

Lan- 
caster 

New 
Castle 

Pitts- 
burgh 

Phila- 
delphia 

Sun- 
bury 

Towanda 

Willces- 
Barre 

Sum- 
mary 
and  Aver- 
age for 
15  cities 

47 

62 

66 

61 

221 

129 

46 

15 

89 

1,024 

1.02 

.98 

.52 

1.01 

.77 

.71 

.63 

.60 

.78 

.75 

1.43 

1.97 

.88 

1.53 

1.46 

1.25 

.70 

.67 

1.97 

1.37 

2.70 

3.10 

3.01 

3.00 

3.22 

3.21 

2.82 

2.47 

3.56 

3.07 

5.15 

6.05 

4.41 

5.54 

5.45 

5.17 

4.15 

3.74 

6.31 

5.19 

1.04 

1.21 

.64 

1.05 

1.14 

.89 

.57 

.80 

1.45 

.95 

12. ,55 

14.65 

12.65 

14.80 

15.73 

13.06 

9.11 

9.  CO 

15.20 

14. 2d 

5.70 

3.73 

.12 

3.92 

1.47 

1.04 

.63 

2.44 

7.37 

2.42 

45.42 

25.46 

.95 

26.49 

9.35 

7.62 

6.92 

25.42 

48.49 

16.97 

2.44 

2.42 

2.87 

2.67 

2.88 

2.64 

2.20 

2.57 

2.41 

2.75 

3.04 

2.89 

3.25 

3.27 

3.35 

3.06 

2.59 

3.06 

2.75 

3.21 

3.22 

.54 

1.36 

.49 

.69 

2.19 

1.32 

1.18 

1.20 

.94 

4.02 

.65 

1.54 

1.09 

.80 

2.55 

1.56 

1.40 

1.37 

1.10 

97.96 

94.27 

86.23 

71.20 

69.72 

85.40 

98.33 

92.36 

95.79 

82.78 

.51 

1.20 

.22 

.17 

.67 

.24 

2.78 

.37 

.51 

1.02 

5.62 

3.95 

26".  25 

28.88 

10.29 

2.07 

14.26 

.24 

.43 

2.16 

.24 

1.11 

.95 

.51 

.11 

8.38 

2.33 

1.30 

1.58 

1.19 

4.86 

.66 

1.50 

42 

Table  23.    Styles  of  Bread  and  Rolls  Purchased  Reguarly 


Total 
Number 

of 
Pamilies 
Inter- 
viewed 

Number  of  Families  Purchasing* 

City 

Twin 
Loaves 

Pan 
Bread 

Vienna 

Split 
Top 
Loaf 

Skjuare 
Sand- 
wich 

Hard 
Rolls 

Soft 
EoJs 

Beliefonte   - 

51 

0 

50 

A 

0 

1 

3 

16 

Buttiletidm     

100 

74 

23 

X 

1 

7 

31 

Erie   

■JM 

1 

163 

72 

Q 

1 

8 

46 

ITanklin                   .         -  — - 

100 

0 

95 

9 

0 

0 

1 

30 

07 

0 

65 

15 

0 

0 

2 

X-i 

Harrisburg    - 

2»1 

2 

161 

43 

3 

3 

11 

43 

Indiana             _     .  — 

100 

3 

75 

11 

1 

4 

0 

XI 

Johnstown    _   -  __-  

ICO 

1 

79 

13 

10 

0 

7 

17 

LancastEr  __  

New  G>astle          -  _—  

2oa 

lUO 

10 

8 

178 
66 

31 

36 

3 
5 

4 

3 

16 
0 

57 

8 

501 

4y 

387 

238 

14 

47 

49 

120 

Philadelphia  .    „    _  —    _ 

513 

59 

286 

221 

07 

102 

103 

91 

Sunbury         .  „   

102 

5 

8> 

8 

0 

8 

1 

51 

Towanua  .               --  -   --  — 

51 

0 

51 

4 

0 

0 

1 

23 

Wilkes-Barre    -  - 

2oa 

y 

140 

28 

3 

3 

IS 

41 

Total  for  15  Cities   

2,588 

153 

1,952 

759 

lor 

177 

233 

605 

*Some  consumers  purchased  two  styles  of  loaves  regularly. 


Table  24.    Brands  of  Bread  Purchased 


City 


Beliefonte   

Bethlehem   

Erie   

Franklin   

Hamburg  

Harrisburg   

Indiana   

.Johnstown   

Lancaster   

New  Castle   

Pittsburgh   

Philadelphia  ;  

Sunbury  

Towanda   

Wilkes-Barre   

Total  for  15  Cities 


Total 
Number 

of 
Families 
Inter- 
viewed 


Number  of  Pamilies  Purchasing* 


.  51 
lOO 
200 
100 
67 
201 
100 
lOO 

2na 

100 
601 
513 
102 
51 
201 


Wholcsab  Bakers' 
Brands 


45 
80 

137 
78 
72 

138 
64 
66 

155 
38 

359 

339 
92 
55 

114 


2,588 


1,832 


Independent  Retail 
Bakers'  Brands 


7 
18 
70 
■  8 
11 
55 
23 
18 
56 
46 
186 
171 
17 
8 
41 


735 


All  Other 
Brands 


No  Brand 
Stated 


3 
6 
8 
2 
1 

26 
4 

13 
5 
3 

23 

43 
5 
1 

11 


154 


*Several  purchased  more  than  one  brand. 


43 


Table  25.    Home  Baking  of  Bread 


Total 

'No.  of 

Reasons  for  Home 

Kinds  of  Bread  Baked 

No.  of 

House- 

% Of 

Baking  of  Bread 

(Number  Baking) 

House- 

wives 

Total 

City 

wives 

Who 

House- 

Quality 

Inter- 

Bake 

wives 

Econ- 

T aste 

Change 

Pan 

Rolls 

Muf- 

Com 

viewed 

Bread 

omy 

Like  It 

Variety 

Bread 

fins 

Bread 

Bellefonte  —  -— 

51 

8 

16% 

■ 

3 

5 

0 

5 

4 



1 

Bethlehem  - 

ICiO 

11 

11% 

5 

5 

1 

9 

2 

\ 

" 

Erie   

■^00 

31 

16% 

10 

19 

2 

29 

12 

1 

0 

Franklin  —   

lOO 

26 

2t}% 

12 

11 

3 

24 

3 

4 

0 

Hamburg   _ 

67 

3 

4% 

0 

3 

0 

3 

1 

0 

2 

201 

28 

14% 

9 

a 

1  ft 

/ 

17 

1  A 
14 

'6 

Indiana 

100 

30 

30-/o 

16 

13 

1 

30 

3 

2 

0 

JohnstoTO    -  - 

lOO 

30 

30% 

11 

16 

3 

28 

3 

2 

1 

Lancaster   

10 

•>  h 

3 

6 

1 

6 

3 

4 

1 

New  Castle  .  _  . 

100 

24 

24% 

15 

8 

1 

24 

3 

1 

0 

Pittsburgh   

501 

116 

23% 

225 

70 

24 

9J 

15 

14 

1 

Philadelphia   _  - 

513 

142 

29% 

15 

44 

S3 

77 

33 

50 

45 

Sunbury   

102 

11 

11% 

4 

5 

2 

8 

4 

1 

1 

Towanda       -  - 

51 

12 

24% 

4 

7 

1 

12 

1 

0 

0 

Wilkes-Barre  

201 

106 

53% 

IS 

57 

31 

8 

4 

35 

Siimmary    of  15 

Cities   

258S 

5S3 

2S% 

141 

287 

160 

450 

109 

97 

92 

Table  26.    Kinds  of  Bread  Flour  Used  by  Housewives 


City 


Bellefonte  — 
Bethlehem  _ 

Erie   

Franklin  — - 
Hamburg  __ 
Harrisburg 

Indiana   

Johnstown  . 
Lancaster  _ 
New  Castle 
Pittsburgh 
Philadelphia 

Sunbury   

Towanda 
Wilkes-Barre 

Summary  of 
15  Cities 


Nationally 
Advertised  Breads 


Local  Brands 


S'ze  of  Sack 


%  Of 

%  of 

Number 

Home 

Number 

Home 

2 

5 

12i 

24.>; 

49 

93 

193 

Using 

Bakers 
Using 

Using 

Bakers 
Using 

lbs. 

lbs. 

lbs. 

lbs'. 

lbs. 

lbs. 

lbs. 

2 

25% 

6 

79% 
18% 

0 

0 

4 



3 

1 

0 

0 

9 

S2% 

2 

0 

0 

6 

3 

1 

1 

0 

IS 

58% 

13 

42% 

0 

2 

2 

21 

2 

4 

0 

13 

50% 

13 

50% 

0 

? 

4 

14 

8 

0 

0 

3 

100% 

0 

0% 

0 

1 

1 

0 

0 

0 

14 

50% 

14 

50% 

0 

2 

21 

4 

0 

1 

0 

25 

83% 

5 

"% 

0 

0 

0 

5 

20 

5 

0 

12 

4C% 

18 

P<)% 

0 

1 

5 

15 

1 

8 

0 

5 

5C% 

5 

50% 
5S% 

1 

1 

6 

1 

0 

1 

0 

10 

42% 

14 

0 

0 

1 

12 

7 

4 

0 

110 

951% 

6 

5% 
11% 

0 

9 

5 

m 

9 

5 

1 

126 

88% 

16 

\ 

23 

109 

10 

0 

0 

0 

6 

59% 

5 

45% 

5 

6 

0 

0 

0 

7 

587o 

5 

42% 

0 

0 

0 

11 

? 

0 

0 

105 

9i% 

6 

c% 

0 

1 

6 

23 

30 

46 

0 

460 

78% 

123 

23% 

2 

44 

176 

210 

80 

75 

1 

44 


Table  27.    Frequency  With  Which  Bread  is  Eaten  by  the  Family 

(Number  of  Families  Reporting) 


City 


Bellefonte 
l!t'thleli(.'m  _ 

Erie   

Franklin  .__ 

Hamburg- 

Harrisburg 

Indiana   

Johnstown  _ 

Lancaster 

New  Castle 

Pittsburgh 

Philadelphia 

Sunbury 

Towanda 

Wilkes-Barre 

Total   


51 

lOO 

noo 

100 
67 
201 
IGO 
lOO 
101 
100 
501 
S13 
102 
51 
201 


2o?S 


Per  cent  of  families 
In  which  adults 
eat  bread 


At   [Every         At  Lfast  Occasion- 
Meal  'Once  Daily  ally 


12 
13 
52 
23 
12 
29 
24 
35 
38 
34 
118 
94 
20 
11 
52 


567 


16 
38 
87 
35 
15 
67 
35 
45 
64 
60 
240 
190 
30 
14 

Sri 


lOiO 


3 


fq 


o  >> 


pq 


Never 


■a 

^  Si 

•pi;  s  **> 

ifq  Ifq 


Between 
Meals 


s  s 
s  S 
o  £ 

pq 


47 
S9 

170 
91 
54 

189 
89 
90 

183 
92 

487 
36S 
93 
43 
149 


2235 


At  Every 
Mc'il 
80% 


110 


143 


2 

8 
22 

8 
12 

9 
11 

8 
13 

7 

9 
141 


36 


:91 


At  Least 
Once  Daily 
11% 


1 

21 

.  2 

3 

4 

2 

1 

4 

"r 

1 

2 

30 

12 

1 

3 

3 

3 

3 

2 

2 

2 

7 

4 

3 

1 

11 

7 

4 

1 

5 

5 

5 

"2 

2 

1 

13 

13 

9 

2' 
6 

106 

182 

"41 

22 

4 

1 

64 

108 

83 

11 

13 

2 

1 

3 

2 

3 

2 

16 

22 

64 

"41 

5; 

9 

4 

S77 

419 

IfiS 

Occasion- 
ally 

21% 

Ne-i'er 
0% 

Between 
Meals 
6.5% 

Table  31.    The  Effect  of  Price  Upon  Amount  of  Bread  Used 


City 


Bellefonte 
Bethlehem 

Erie   

Franklin   

Hamburg-  ... 
Harrisburg  . 

Indiana   

Johnstown  .. 
Lancaster  --. 
New  Castle  . 
Pittsburgh  -. 
Philadelphia 

Sunbury  

Towanda  -- 
Wilkes-Barre 

Summary  of 
15  Cities  . 


Total 
Number  of 
Families 
Inter- 
viewed 


51 
100 
200 
100 

67 
201 
100 
100 
201 
100 
501 
513 
102 

51 
201 


2,588 


None 


Number  %  Total 


49 

98 
183 

97 

66 
197 
100 

8S 
197 

94 
482 
462 
100 

49 
176 


2,438 


96.1% 
98  .,0% 
91.5% 
97.0% 
98.5% 
98.0% 
100.0% 
88.0% 
98.0% 
94.0% 
96.2% 
90.2% 
98.0% 
96.0% 


94.2% 


Limits  Amount 


Number 


2 
2 

10 
1 
1 
4 
0 

10 

1 

6 
8 
18 
1 
1 
5 


70 


%  Total 


3.3% 
2.0% 
5.0% 
1.0% 
1.5% 
2.0% 
0  % 
10.0% 

0.5%: 
e.0% 
1.6% 
3.5% 

J.0% 

2.0% 
2.5% 


2.7% 


Do  Not  Kno-w 


Number 


0 
0 
7 
2 
0 
0 
0 
2 
3 
0' 
11 
33 
1 
1 
20 


80 


45 


Table  28.    Reasons  Given  for  Eating  Bread 

(Number  of  Families  Reporting) 


City 


Bellefonte  _. 
Bethlehem 

Erie   

Franklin 
Hamburg- 
Harrisburg  . 

Indiana   

Johnstown  - 

Lancaster  

New  Castle  _ 
Pittsburgh  . 
Philadelphia, 
Sunbury  _.J_ 

Towanda   

Wilkes-Barre 


Total 


No.  of 

Families 
Inter- 
vie  wed 

F'ood 
Value 

Habit 

For 
Health 

Like  It 

51 

20 

8 

8 

41 

IPO 

ifi 

12 

22' 

73 

200 

95 

32 

45 

159 

100' 

20 

10 

24 

cc 
oo 

07 

22. 

18 

19 

46 

201 

81 

37 

29 

164 

lOO 

24 

15 

11 

87 

lOO 

27 

23 

12' 

88 

201 

105 

47 

81 

138 

lOJ 

34 

11 

9 

87 

.501 

3.55 

1U4 

183 

314 

513 

237 

2S0 

162 

258 

102 

62 

19 

45 

74 

51 

39 

6 

1 

10 

201 

131 

76 

60 

74 

2588 

1.350 

735 

717 

1701 

Table  28-a.    Percentages  of  Families  in  Which  Some  Members  Do  Not  Eat 

Bread  and  Reasons 


City 

%  of  total 
families  in 
which  bread 
is  eaten  by 
all  aidult 
members 

%  Of  total 
families  in 
which  bread 
is  not  eaten 
by  some  adult 
members 

Reasons  Given  For  Not  Eating  Bread 
(Actual  Number) 

Too 
Fattening 

Do  Not 
Like  It 

Does  Not 
Agree 

Doctor's 
Orders 

Belle  fonte   

96% 
95% 
97% 
93% 
100% 
98% 
97% 
98% 
97%, 
97% 
96% 
96% 
97% 
94%' 
96% 

4% 
-  6% 
3% 
7% 
0 

2% 
3% 
3% 
3% 
3% 
i% 
4% 
3% 
6% 
4% 

1 

i 

3 
6 

Bethlehem   

1 

Erie    —   

1»  1-1  1 

Franklin   

Hamburg-  .   

Harrisburg  _  -  

2 

2 
1 
1 
4 
3 
3 
15 

Indiana  -   

2 
1 
1 

Johnstown  .  

Lancaster     

New  Castle   

2 

1 

Pittsburgh 

Philadelphia   

Sunbury   

7 
15 
1 
1 
2 

9' 
16 
2 

7 

3 

Towanda      -  -  

2 
3 

Wilkes-Barre   

2 

Summary  of 
15  Cities   

96.5% 

3.5% 

34 

34 

12 

48 

46 
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Barre 

ooooooooooo 

2.17 
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Table  32.    Varieties  of  Bread  Preferred 


City 


Bread  (Number  of  Housewives  Buying) 


Bellefonte 
Bethlehem 

Erie   

Pranlilin   

Hamburg  — 
Harrisburg  . 

Indiana   

Johnstown  . 
Lancaster  -- 
New  Castle 
Pittsburgh  - 
♦Philadelphia 

Sunbury   

Towanda 
WiUces-Barre 

Summary 
15  Cities 


Total 
No. 
Families! 
Inter- 
viewed 


51 
100 
200 
lOO 

or 

201 
100 
100 
201 
lOO 
501 
513 
102 
51 
201 


Wrap- 
ped 


43 
69 

149 
83 
65 

149 
64 
74 

164 
47 

240 

329 

102 
42 

140 


Un- 
wrap- 
ped 


Small 
Loaf 


2,588 


31 
51 
17 
12 
52 
36 
26 
37 
53 
261 
250 


57 


1,750  I  900 


25 
71 

122 
68 
42 

157 
50 
69 

146 
39 

144 

193 
38 
26 
74 


Large 
Loaf 


1,204 


26 
29 
78 
32 
25 
44 
50 
31 
55 
61 
357 
318 
64 
25 
123 


Hard 
Crust 


Soft 
Crust 


1,218 


1 

25 
37 
5 

10 
31 
32 
18 
15 
41 
206 
181 
1 
7 
46 


656 


50 
75 

163 
95 
57 

170 
68 
8a 

186 
59 

295 

330 

101 
44 

151 


Coarse 
Grained 


1 

24 
14 

5 
10 
30 
15 
15 
16 
21 
224 
157 

4 
12 
27 


Fine 
Grained 


575 


50 
76 

186 
95 
57 

171 
85 
85 

185 
79 

877 

354 
98 
39 

170 


2,007 


*Some  consumers  purchased  both  wrapped  and  unwrapped  bread. 


Table  32-a.    Reasons  Given  for  Buying  Wrapped  or  Unwrapped  Bread 


Bellefonte 
Bethlehem 

Erie   

Franklin   

Hamburg  _.. 
Harrisburg 

Indiana   

Johnstown  _-. 
Lancaster 
New  Castle 
Pittsburgh  _ 
Philadelphia 

Sunbury   

Towanda  .— 
Wilkes-Barre 


City 


Summary   of   15  Cities 


Per  Cent  of  Total 


Total 
No. 
Fami- 
lies 
Inter- 
viewed 

Sani- 
tary 

Keeps 

Like  It 

Cheap- 
ness 
Economy 

None 

(Wrap- 
ped) 

(Wrap- 
ped) 

(Unwrap- 
ped) 

(Unwrap- 
ped) 

Stated 

1  51 
lOO 
20O 
lOO 
67 
201 
lOO 
lOO 

43 
60 
119 

68 

3 

2 

3 

8 

26 
45 
2 

6 

17 
6 

•  15 
16 
10 
13 

1 

18 
24 

38 
128 
50 
49 

12 
33 
39 
3 

i 

4 

1 

20 
1 

35 

28 
44 
184 
175 

17 

5 

157 
10 

201 
100 
501 
513 

144 
42 
121 
295 
101 
35 
139 

9 
4 
37 
22 
1 

3 
5 
2 
11 

102 
51 
201 

e 

9 

1 

49 

13 

2,588 

1,432 

167 

651 

38 

305 

55.3% 

6.5% 

25.1% 

1.3%. 

11.8% 

49 

Table  33.    Where  Housewives  Purchase  Bread 


Sources  of  Supply 

Reasons  For  Buying  There 

(Number  Buying) 

(Number  Reporting) 

Total 

Number 

House- 

City 

wives 

Inter- 

and Deli- 

Retail 

Baker's 

Handy 

viewed 

catessen 

Bake 

Wagon 

Conven- 

Price 

Service 

Quality 

Stores 

Shop 

ient 

5] 

15 

15 

21 

38 

7 

2 

lOO 

32 

18 

55 

73 

6 

14 

3 

Erie   

200 

165 

18 

17 

149 

3 

27 

7 

Franklin   

100 

71 

25 

4 

58 
46 

1 

37 

Hamburg   

67 

18 

4 

53 



1 

13 

5 

Harrisburg*   

201 

119 

13 

72 

143 

5 

29 

6 

Indiana   

100 

31 

26 

28 

37 

2 

24 

15 

Johnstown   

lOO 

,  65 

14 

4 

66 

10 

4 

X.ancaster 

201 

U 

17 

146 

141 

4 

31 

7 

New  Castle   

lOO 

49 

13 

24 

57 

20 

6 

1 

Pittsburgh*   

501 

282 

153 

102 

231 

26 

46 

56 

Philadelphia*   

513 

371 

103 

156 

400 

31 

37 

102 

71 

8 

25 

92 

2 

Tow and a   

51 

41 

2 

2 

33 

9 

Wilies-Barre   

201 

154 

14 

23 

121 

9 

29 

17 

Total  of  15  Cities 

2,588 

1,528 

442 

731 

1,685 

82 

274 

193 

♦Some  consumers  reported  two  or  more  sources  ol  supply.' 


Table  33-a.    Length  of  Time  Have  Purchased  From  Present  Source  of  Supply 


Number  Reporting 


City 

3  months  je  months 

1  year 

2  years 

3-5 
years 

6-10 
years 

More 
than 
10  years 

Do  Not 
Know 

Bellefonte   

3 

1 

5 

2 

7 

3 

6 

24 

Bethlehem  - 

2 

3 

13 

12 

44 

•  8 

6 

12 

Erie   

4 

10 

20 

22 

43 

31 

8 

63 

Franklin  -  

7 

3 

6 

11 

16 

11 

3 

43 

Hamburg  _ 

1 

4 

9 

8 

22 

5 

10 

8 

Harrisburg 

6 

4 

8 

20 

36 

15 

15 

97 

Indiana   

3 

6 

16 

14 

29 

i 

4 

24 

Johnstown  - 

5 

3 

5 

13 

18 

8 

7 

41 

Lancaster    _  . 

5 

4 

16 

26 

29 

26 

26 

69 

2 

7 

19 

12 

25 

6 

2 

27 

Pittsburgh 

12 

5 

15 

27 

33 

23 

14 

372 

Philadelphia 

6 

5 

32 

38 

141 

34 

28 

229 

Sunbury  -- 

9 

16 

22 

15 

4 

17 

19 

Towanda    - 

1 

3 

11 

1 

14 

8 

3 

10 

Wilkes-Barre   

3 

20 

14 

30 

4 

49 

8i 

Total  of  15  Cities 

06 

61 

211 
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501 

190 
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1,122 
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Table  36.    Kinds  of  Pastry  Flour  Used  by  Housewives 


Hard  Wheat  Floui 

Soft  Wheat  Plour 

Kinds  of  Packages 

City 

Number 

Per  Cent 
Total* 

- 

Number 

Per  Cent 
Total* 

Bag 

Car- 
ton 

Using 

j  Using 

5# 

124  « 

2'4i  # 

49  # 

98  # 

25* 

Belle  fonte   

7 

19% 

40 

85% 

1 

13 

22 

3 

4 

i 

2 

Bethlehem   

42 

45% 

62 

55% 
58% 

18 
41 

60 

5 

5 

CO 

1 

A 

4 

4 

Erie   

67 

42% 

91 

50 

9n 

9 

Franklin  

23 

28% 

60 

72% 

20 

18 

31 

116 

13 

1 

24 
8 

7 

Hamburg   

7 

11% 

56 

89% 

Q 

1 
1 

2 
1 

Harrisburg  ... 

29 

16% 

151 

84% 

6 

35 

5 

1 

33 

39% 

52 

61% 

1 

11 

29 

18 

13 

13 

2 

Johnstown   

32 

43% 

43 

57% 
94% 

9 

7a 
iO 

22 

6 

27 
1 

2 
1 

7 
1 

Lancaster   

12 

6% 

178 

Q 

10 

New  Castle  

48 

69% 

2a 

31% 

11 

3i 

7 

18 

4 

10 

Pittsburgh   

24S 

66% 

128 

34% 

9 

99 

38 

68 

148 

4 

Philadelphia  .. 

348 

89% 

42 

11% 

26 

107 

208 

5 

25 
22 

Sunbury   ! 

8 

a% 

92 

92% 

4 

8 

67 
8 

10 
3 

Towanda   | 

22 

48% 

24 

52% 

9 

24 

2 

Wilkes-Barre  _ 

142 

81% 

27 

16% 

i 

28 

11 

i 

2S 

44 

38 

20 

Total    of  15 
Cities   ! 

1,066 

50.2% 

1,058 

49.8% 

61 

484 

803 

187 

350 

76 

99 

*Per  cent  of  total  number  who  bake  some  pastry  at  home. 


Table  37.    Relative  Importance  of  Foods  as  Indicated  by  2,588  Housewives 

(Summary  of  15  Cities) 


Pood 


Bank 


Vegetables   

Meats  

Bread   

Milk   

Pruits   

Eggs   

Cereals   

Fish   

Butter  and  Cheese 


1st 

7,635 

2nd 

7,056 

srd 

4,708 

4tli 

8,172 

5th 

1,562 

eth 

2S8 

rth 

252 

8th 

177 

9th 

113 

52 
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Table  38.    Influences  of  Seasons  Upon  Bread  Consumption 


Number  Ecporting 


City 

Increases 

Increases 

Cold 

Per  Cent 

Warm 

Per  Cent 

No 

irer  L/eDt 

Weather 

Total 

Weather 

Total 

Change 

Total 

Bellefonte   

6 

1 

1.9% 

44 

86.3^0 

10 

10.0% 

90 

90.0% 

Erie   

2S 

11.5% 

6 

3.0% 

171 

85.5% 

11 

11.0% 

4 

4.0% 

85 

85.0% 

Hamburg    

7 

10.4% 

60 

S9.e% 

Harrisburg  

ZD 

117 

o.UVo 

166 

Indiana    -  

9 

9.0% 

2 

a.0% 

89 

89.0% 

Johnstown   - 

9 

9.0% 

3 

3.0% 

88 

88.0% 

Lancaster   

37 

18.4% 

9 

4.5% 

155 

77.1% 

New  Castle  

9 

9.0% 

1 

1.0% 

90 

90.0% 

Pittsburgh   

110 

22.0% 

14 

2.8% 

S77 

75.2% 

Philadelphia  --■  

148 

28.9% 

41 

8.0% 

324 

63.1% 

Sunbury     

15 

14.7% 

9 

8.8% 

78 

76.5% 

Towanda   

5 

9.8% 

4 

7.8% 

42 

82.4% 

Wilkes-Barre   

17 

8.5% 

23 

161 

80.1% 

Total  of  15  Cities  

424 

16.4% 

144 

5.6% 

2,020 

78.0% 

Table  39.    Where  Bread  Advertisments  Have  Been  Seen 


Number  Reporting 

City 

Bakers' 

Street 

Bill- 

News- 

Maga- 

Else- 

Wagons 

Cars 

Boards 

papers 

zines 

Stores 

where 

Bellefonte   

48 

2 

18 

8 

3 

22 

.0 

Bethlehem  -     

96 

17 

70 

32 

10 

50 

0 

Erie    -   

147 

52 

95 

39 

21 

128 

0 

Franklin   

71 

19 

44 

12 

2 

66 

0 

Hamburg     

66 

12 

47 

31 

S 

31 

0 

194 

58 

130 

53 

16 

97 

0 

96 

19 

44 

23 

3 

62 

0 

Johnstown   

85 

19 

55 

27 

9 

36 

0 

185 

SL 

147 

87 

33 

155 

0 

New  Castle  

79 

23 

39 

23 

6 

50 

2 

369 

223 

324 

191 

139 

336 

2 

Philadelphia   

292 

2.56 

285 

298 

2C0 

3» 

3 

97 

52 

81 

77 

65 

95 

3 

39 

6 

27 

12 

3 

35 

1 

132 

49 

91 

52 

23 

110 

2 

Total  of  15  Cities   

1,996 

858 

1,497 

965 

536 

1,603 

13 

54 


Table  40.    Points  Stressed  in  Bread  Advertising  that  Consumers  Remember 

Having  Seen 


Oity 


Bellefonte  -- 
Bethlehem  — 

Erie   

Franklin   

Hamburg  — 
Harrisburg  . 

Indiana   

Johnstown  --. 
ianeaster  --. 
New  Castle  -. 
Pittsburgh  -. 
Philadelphia 

Sunbury   

Towanda   

Wilies-Barre 


Total  lof  15  Cities 


Number 
of 

Families 
Inter- 
viewed 


51 
100 
200 
lOO 

67 
201 
100 
lOO 
201 
100 
501 
513 
102 

51 
201 


2,588 


Clean- 
liness 


22 
54 
53 
23 
32 

105 
43 
26 

128 
33 

226 

198 
23 
17 
80 


1,063 


[Number  Reporting 


Price 


17 

14 
3 
5 

41 
5 
3 

18 
i 

81 

49 
4 
7 

13 


270 


Health 


11 
19 
64 

a 

18 

39 
24 
22 
51 
18 
174 
138 
29 
8 
84 


720 


Food 
Value 


14 
19 
8 
12 

34 
5 
6 

42 
2 
179 
144 

15 
3 

35 


Quality 


Labor 
Saving 


524 


13 
23 
54 
14 
20 
57 
12 
7 
38 
18 
272 
202 
43 
18 
55 


846 


9 
15 
23 
9 
7 
22 
15 
18 
41 
15 
31 
120 
3 
4 
37 


369 


Table  41.    Bakery  Products  Seen  Advertised 


City 


Bellefonte  — 
Bethlehem 

Erie   

FTanklin  — - 

Hamburg 

Harrisburg-- 

Indiana   

Johnstown.- 
Lancaster--- 
New  Castle_ 
Pittsburgh.. 
Philadelphia 
Sunbury  ... 
Towanda 
Wilkes-Barre 


Total  of  15 
Cities  . 


Number 
of 

Families 
Inter- 
viewed 


51 
100 
200 
lOO 

67 
201 
100 
100 
201 
100 
501 
513 
102 

51 
201 


2,588 


Bread 


49 
95 

176 
Si 
65 

193 
96 
85 

164 
84 

351 

363 
98 
47 

182 


2,132 


Number  of  Housewives  Exporting 


Pret- 
zels 


5 
5 
5 
5 
12 


7 

85 
34 


30 


199 


Cakes 


37 
62 

125 
51 
41 

131 
60 
56 

121 
52 

324 

300 
84 
31 

104 


1,579 


Dough- 
Pies  nuts 


22 
56 
77 
33 
39 
117 
52 
58 
97 
40 
200 
178 
43 
21 
43 


1,076 


1 

15 
1 

23 
41 
7 


30 


123 


Biscuits 
Cookies  and  rolls 


11 


53 
SO 
26 


12 


197 


11 
7 

25 
17 
4 
28 
23 
13 
31 
13 
43 
68 
3 
6 
43 


335 


Raisin 
Bread 


None 
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Table  42.    Influence  of  Advertising  Upon  Bread  Consumption  of  the  Family 


City 


Bellefonte 
Bethlehem 

Erie   

Franilin  ._. 

Hamburg  

Harrisburg  _ 

Indiana   

Johnstown  _ 
Lancaster 
New  Castle  - 
Pittsburgh  - 
Philadelphia 

Sunbury   

Towanda  -— 
Willfes-Barre 


A  Great  Deal 


A  Little 


Not  Any 


Number 
Report- 
ing 


0 
1 
0 
0 
0 
0 
0 
0 

1 

0 

5 
10 
0 
1 
4 


Per 
Cent 
Total 


Number 
Report- 
ing 


Per 
Cent 
Total 


Number  j  Per 
Report-  !  Cent 
ing     I  Total 


1.0% 


0.5% 


1.0% 
1.9% 


2.0% 
2.0% 


0 
2 
2 
2 
5 
2 

2  j 

3  ! 
10 

0  j 
51 
63 

5 

1 


2.0% 
1.0% 
2.0% 
7.5% 
1.0% 
2.0% 
3.0% 
5.0% 


10.2% 
12.3% 
4.9% 
2.0% 
17.9% 


50 
89 

154  I 

S9 

52 
185 

91 

SO 
176 

87 
350 
337 

96 

42 

141  ! 


98.0% 
89.0% 
77.0% 
S9.0% 
77.6% 
92.0% 
91.0% 
80.0% 
87.6% 
87.0% 
69.9% 
65.7% 
94.1% 
82.3% 
70.1% 


Do  Not  Know 


Number 
Report- 
ing 


44 
9 
10 
14 
7 

17 
14 
13 
95 
103 
1 
7 
20 


Per 
Cent 
Total 


2.0% 

8.0% 
22.0% 

9.0,% 
14.9% 

7.0% 

7.0% 
17.0% 

6.9% 
13.0% 
18.9% 
20.1% 

1.0% 
13.7% 
10.0% 


Total  of  15  Cities 


0.9% 


1S4 


7.1% 


2,019 


78.07o 


3  3 


14.0% 


Table  42-a.    Has  Advertising  Caused  You  to  Change  Brands? 


City 


Bellefonte   

Bethlehem   

Erie  

Franklin   

Hamburg  

Harrisburg   

Indiana   

Johnstown   

lancaster   

New  Castle  

Pittsburgh   

Philadelphia   

Sunbury   

Towanda   

Wilkes-Barre   

Total  ot  15  Cities 


Reporting — '  'No" 


Number     Per  Cent  Total 


50 
98 

196 
98 
64 

193 
99 
93 

191 
97 

456 

469 

48 
184 


2,433 


98.0% 
98.0% 
98.0% 
98.0% 
95.5% 
96.0% 
99.0% 
93.0% 
95.0% 
97.0% 
91.0% 
91.4% 
95.1% 
94.1%, 
91.5% 


94.0% 


Reporting — "Yes'' 


Number      Per  Cent  Total 


1 
2 
4 
2 
3 
8 
1 
7 

10 
3 

45 

44 
5 
3 

17 


155 


2.0% 

2.0% 
2.0% 
4.5% 
4.0% 
1.0% 
7.0% 
5.0% 
S.0% 
9.0% 
8.6% 
4.9% 
5.9% 
S.5% 


6.0% 


J— 7 
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APPENDIX 
Form  of  questionnaire  used  in  study 

Interviewer   Date   

PENNSYLVANIA  BAKERY  PRODUCTS  QUESTIONNAIRE  (CONSUMER) 

Nanie    No   Street   

Qjty    Occupation  (Husband)   

Qlass    Nationality   


HOAV  MANY  PERSONS  IN  YOUR  FAMILY?   

Children  (under  5  yrs.)   Children  (5-14  yrs.)   Adults 


2     HOW  MUCH  BREAD   (TOTAL)   IS  USED  IN  YOUR  FAMILY  PER 

WEEK?  (LOAVES)   

What  iiart  for  sandwiches?  For  Toast?    With  Meals?   

Do  you  pack  lunches?    How  many  per  day.'   

What  uses  do  you  make  of  left  over  bread?   


3.    WHAT  VARIETIES  OF  BREAD  DO  YOU  PURCHASE  REGULARLY? 


Style  of  Loaf:  Twin  Loaves   Pan  Bread  .  . .  .  ^'ienna  .... . 

Split  top  loaf   Square  Sandwich    Hard  Rolls    Soft  rolls. 


4.    HOW  MUCH  OF  THE  FOLLOWING  IS  USED  WEEKLY? 

Rolls   Graham  bread   Corn  bread  or  muffins  .  . . .  Rye  bread 

Raisin  bread   


Whole  wheat  bread    White  bread 


5.    DO  YOU  BAKE  BREAD  AT  HOME?    How  much?   

Why  do  you  bake  at  home?  What  kind  of  bread  do  you  bake? 

Pan  bread   Rolls    Muffins    Corn  Bread   

What  kind  of  bread  flour  do  you  use?     

What  size  sacks?     2  lbs  5  lbs  12i  lbs  24*  lbs  


6.    HOW  OFTEN  DO  YOU  EAT  BREAD  IN  YOUR  FAMILY? 


At  every  meal 

Every  day   

Occasionally  — 


(under  5  yrs.)  Chilflren 


(5-14  yrs.) 


Never 


Between  meals 


Adults 


7     (a)    WHY  DO  MEMBERS  OF  YOUR  FAMILY  EAT  BREAD? 

For  food  value    Habit    For  health   

Like  it    Doctor's  orders    vvny  

(b)    WHY  DO  NOT  MEMBERS  OF  YOUR  FAMILY  EAT  BREAD? 

Too  fattening   Do  not  like  it  ....     ..  Miscellaneous  ... 

Does  not  agree  with  them  Doctors  orders  ••  '^»y-  ••• 


8     AT  HOW  MANY  MEALS  PER  WEEK  DO  YOU  EAT  FOLLOWING  IN 
PLACE  OF  BREAD? 
Griddle  cakes  Buckwheat  cakes  

Potatoes    Breakfast  cereals   Pretzels  

Crackers    Colfee  cake   Doughnuts   

Sweet  rolls   Miscellaneous   ______ 


9.    HOW  MUCH  HAVE  YOU  INCREASED  ..  ....OR  DECR^^         •  •■^•^ 

YOUR  CONSUMPTION  OF  BREAD  WITHIN   THE  LASi  iWU 
YEARS?                                                                 ^       ^ , 
A  great  deal  Moderately  Not  at  all  Do  not  know  

^Pi?cl  (whether  price  is  lower  or  not)  ....  Doctor's  orders  . .  ^Advertising  . . 
For  health  ....  Size  of  family  ....  Better  quality  ....  Better  baked  .... 
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10.    WHAT  EFFECT  DOES  PRICE  HAVE  UPON  AMOUNT  OF  BREAD 
Jj  SED  ? 

None  Limits  amount  Do  not  know  


11.  WHICH  OF  FOLLOWING  DO  YOU  PREFER? 

Wrapped  bread  . . .  Unwrapped  . . .  AVhy?  . . .  Small  loaf  . . .  Large  loaf  . . . 
 Hard  crust  (like  Vienna)  . . .  Soft  crust. .  .Coarse  grained. .  .Fine  grained. . . 

12.  FROM  WHOM  DO  YOU  PURCHASE  BREAD? 

Chain  store  (cash  or  carry)   Retail  baker  shop  Baker's  wagon 

Independent  grocer    Why? 

When  did  you  last  change  source  of  supply?   years?  Why 

13.  DO   YOU  BUY  FOLLOWIN(J  BAKERY  PRODUCTS? 

Pies:  Large    Small   Cakes:  Large  cake    Small  cake   

Pretzels :  Kind  Doughnuts  Coffee  cake  

Cinnamon  buns  Baker's  cookies  


14.    DO  YOU  BAKE  FOLLOWING  AT  HOME? 

Pies:    Cakes:  Large  cake    Small  cake  , 

Doughnuts    Cookies    Cinnamon  buns    Coffee  cakes 

WHY  DO  YOU  BAKE  AT  HOME? 


15.    WHAT  BRANDS  OF  PASTRY  FLOUR  DO  YOU  USE? 

  What  kind  of  package :   

Bag :  2  lbs  5  lbs  12i  lbs  Carton :  2i  lbs. 


16.    WHAT  ARE  YOUR  FOUR  MOST  IMPORTANT  FOODS  IN  ORDER  OF 
PREFERENCE : 

First    Second    Third    Fourth   

  (i.  e.,  Meats,  Milk,  Vegetables,  Bread,  etc.) 


17.    HOW  DOES  YOUR  BREAD  CONSUMPTION  CHANGE  BY  SEASON? 

Cold  weather    Warm  weather   

No  change   What  causes  this  change   


18.    WHERE  HAVE  YOU  SEEN  BREAD  ADVERTISED? 

Baker's  wagons    Street  cars    Billboards   .  . . 

  Newspapers    Magazines    Stores    Elsewhere 


19.    WHAT  DO   YOir  REMEMBER  ABOUT  ADVERTISING  YOU  HAVE 
SEEN  ? 

Cleanliness   Price    Health    Food  value   

Quality    Labor  saving    Do  not  know   


20.    \^^AT  BAKERY  PRODUCTS  HAVE  YOU  SEEN  ADVERTISED'' 

1   2   3  

4   5   6  


21.    HAS  ADVERTISING  CAUSED  YOU  TO  CHANGE  BRANDS'' 
Yes    No  

Has  advertising  increased  the  bread  consumption  of  your  family? 
  A  great  deal  A  little  Not  any  Do  not  know 


22.    REMARKS : 


PENNSYLVANIA  DEPARTMENT  OF  AGRICULTURE 

Organization  and  Services 

C.  G.  JORDAN,  Secretary  of  Agriculture     R.  G.  BRESSLER,  Bevuty  Secretary 

Ihis  Department  is  essentially  a  servK=e  agency  created  by  legiala^^^ 
istrative  regulatory,  investigational  »°d  ^d^eat.ona  problem^^^  'oooperation  with  the 

?etsVlv\\\rstY'colirg1'and  th?£^^Deparren^t  of  Agriculture.    The  Department  operates  through 
the  following  bureaus: 

ANIMAL  INDUSTRY:  T.  E.  MUNCE,  Director  and  State  Veterinarian 

Prevents  and  Eradicates  transmissible  diseases  of  animals  and  poultry,  including  tuberculosis  of  ani- 
mals  in  cooperation  with  Federal  Government;  _ 

Demonstrates  to  veterinarians  control  methods  for  transmissible  ammal  diseases; 

SuprXes  vaccination  for  and  the  prevention  of  hog  cholera,  anthrax,  black  leg  and  hemorrhagic 

"'fZZis  public  from  unwholesome  meats  through  ante  and  post  mortem  examinations  of  animals  at 

'TnteasJi^e^tefanJ  furnishes  information  as  to  breeding,  soundness  and  conformation  of  stallions 

'''ii:;^:^^'^^:^::^:::^^  aogs  and  providing  for  protection  of  livestock  and  people  from  at- 
tacks  of  uncontrolled  dogs; 

Maintains  laboratory  for  diagnostic  research  and  experimental  projects 

PLANT  INDUSTRY:  R-  «•  ^ELL,  Director 

Tests  agricultural  seeds  tor  purity  and  germination,  and  enforces  State  Seed  Law; 
Inspects  orchards,  parks,  farms,  and  plant  imports  for  injurious  insects  and  plant  diseases, 
Inspects  and  licenses  Pennsylvania  nurseries,  and  licenses  all  dealers  in  nursery  stock; 
Enforces  laws  governing  apicultural  practices,  disease  control  and  housing; 

Places  and  enforces  quarantines  and  carries  on  eradication  campaigns  against  insect  pests  and  plant 

d]S6£LS63' 

Inspects  and  certifies  potatoes  for  seed  purposes;  fl„ij  w,  nf  inaecti 

Makes  investigations  for  the  control  of  injurious  insects  and  plant  diseases  including  field  tests  of  insecti 
rides  fungicides  and  weed  killers; 

Maintains  collections  of  insects,  plant  diseases,  plants,  and  seeds,  and  identifies  specimens. 

FOODS  AND  CHEMISTRY:         JAMES  W.  KELLOGG.  Director— Chief  Chemitt 

food  products;  ,     ,     ,  ■ 

Regulates  and  issues  licenses  for  the  manufacture  and  sale  of  oleomargarine,       _  _ 

Licenses  and  regulates  egg-opening  plants  and  cold  storage  warehouses,  maintaming  regular  inspection 
and  enforcing  twelve-month  storage  limit; 

Inspects  milk  plants  and  creameries  and  regulates  weighing,  testing,  buying  and  selling  of  milk  and 
cream  on  a  butterfat  basis;  ,  ,     ,•       ,  «  f„,i: 

Protects  honest  manufacturers,  importers,  selling  agents  and  ultimate  "ff^t  '^eln^of  Annual 

Analyzes  special  samples  tor  residents  of  the  State  at  the  rate  of  $1.00  a  sample  for  feeding  stuffs,  lime 
products  and  linseed  oils. 

MARKETS:  <^^0-  ^-  STUART,  Acting  Director 

Investigates  and  assists  in  the  marketing  of  farm  products;  at  present  chiefly  grain  and  hay,  fruits  and 
vegetables,  poultry  and  eggs,  and  tobacco; 

Compiles  and  distributes  daily  market  information  as  to  supplies,  shipments  and  prices. 
Advises  growers  on  transportation  of  agricultural  products;  . 
Assists  cooperative  associations  and  public  markets;  ■ 
Establishes  standard  grades  of  farm  products  and  maintains  inspection.        ,  .  .  .        ■   ■  ■ 

„  L  H  WIBLE,  Director 

STATISTICS:  ^-       '"^^  ' 

Cooperates  with  U.  S.  Bureau  of  Agricultural  Economics  in  joint  crop  and  livestock  reporting  and 
nnblishes  annual  and  monthly  summaries  of  the  data;  „„„1ta 

CompUes  dates  of  county  and  local  fairs  and  assembles  data  n.rtaining  to  their  success  and  results 
during  each  year. 


